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A NEW FASHION INTERPRETATION GOES TO TOWN 








The 
“COUNTRYSIDE” 
Pattern 2764-2 in 
black suede trimmed 


with reptile. Easy to j 
fic and very flexible. A fresh, new fall fashion interpretation of 


the causal theme in shoes. . . reflecting the 
freedom and ease of smart countryside 
living. In this new Tweedie creation you 


find not only beauty-of-design but also the 


beauty-of-quality for which Tweedies are so 


famous . . . Tweedie Footwear Corporation, 


Jefferson City, Missouri. 
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LEW HAHN, general manager of 
the National Retail Dry Goods As- 
sociation, says: 

“No better advice can be given 
retail merchants at this time, in 


view of the cataclysmic events in 
Europe, than ‘stick to our knitting.’ 
Regardless of how the war goes, the 
American people must go on pro- 
ducing and consuming merchandise 
and in between these complemen- 
tary processes is the need for distri- 
bution. 

“The intelligent retailer will know 
how, by careful management of his 
business, to steer clear of the twin 
dangers of starved stocks and in- 


ventories which are dangerously 
overloaded.” 


” . * 

FF. EUGENE ACKERMAN, who 
was the author of the “Quality 
First Campaign” a number of 
years ago and who is now merchan- 
dise and trade relations counsel, 
says: 

“Your publisher was kind enough 


to send me a copy of your editorial 
‘Courage or Carelessness.. | con- 
gratulate you on it. The particular 
form of merchandising madness 
which you discuss is not common 
to the shoe industry. It is partic- 
ularly prevalent in the women’s 
ready-to-wear field where the Fall 
season is begun with a cut-price 
sale of August coats; in fact, com- 
petition in the sale of August coats 


BOUT NEXT YEARS 
WowtA WINTER. 


has become so keen and so de- 
structive that a number of mer- 
chants have now moved the period 
of sales up to May. Under present 
circumstances, a woman seeking 
evidences of the first crocus or 
watching last Winter’s snows melt 
can hurry down to her favorite 
store and buy next Winter’s coat.” 


7 - * 


JIM MOORHEAD of Moorhead’s 
Shoe Store in Quincy, Mass., which 
bears the insignia: “A Good Place 
To Buy Good Shoes”—(which it 
has been for a generation) has been 
elected president of the Quincy Ro- 


[15] 


tary Club, to take office July 1. He 
is also a delegate to the Rotary In- 
ternational Convention at Havana. 
and sailed June 5 with his wife 
and daughter, combining a vacation 
and attendance at the convention. 





WILLIAM HOWARD, executive 
vice-president and publicity direc- 
tor of R. H. Macy & Co., says: 
“There is something curiously 
wrong about the basis on which re- 
tail advertising is set up. In many 
stores, advertising and sales pro- 
motion is regarded as the whip- 
ping boy, to be changed when 
times are bad. In any other field 
there are sound basic rules that 
can be understood and followed 
and people are trained to follow 
them. Such, however, is not the 
case in the retail field, where too 
much of the present advertising 
make-up grows out of a personal 
ability to put something across. 
Such a policy results in radical 
overnight changes. Such radical 
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shifts have a three-fold effect in 
that the owners suffer from having 
the personality of the stores con- 
stantly changed; the advertising 
manager suffers in that he only has 
his ‘own bag of tricks’ which he 
must take elsewhere, and, lastly, the 
public is hurt because it is bound 
to be confused by the changing 
personality of the store. 

“All these things result from the 
lack of ‘ground rules.’ Stop look- 
ing for new, fresh, arresting tech- 
niques as being an end in them- 
selves and try to find and demon- 
strate sound, fundamental ideas. 
However, such a course requires 
discipline and a_ willingness to 
study; and these have never been 
part of the kit bag of retail adver- 


tising people.” 








LOUIS E. KIRSTEIN, vice-presi- 
dent of Wm. Filene’s Sons Co., 
Boston, declared that in the present 
changing times retailers must seek 
to work in close harmony with la- 
bor, with consumers and_ with 
small business men; three groups 
which have recently become more 
articulate. “Too many cf our fel- 
low citizens are on the outside of 
our economic system looking in,” 
Mr. Kirstein stated, and retailers 
must consider means to strengthen 
the democratic way of life to which 
these perplexed citizens turn in this 
country. 

Mr. Kirstein suggested a study 
which would yield a point of con- 
tact with labor as the largest con- 
suming group. “Once we estab- 
lished such a_ relationship,” he 
said, “I think we would be in a 
position to urge labor to consider 
sympathetically some economic 
facts; that the important thing 
when it comes to wages is not the 
wage rate, but actual earnings over 
the longest period of time; that a 
too rapid rise in the wage rates 
may indeed decrease real earnings; 
that a too rapid rise in the costs 
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°T WAS EVER THUS 








—Two thousand years ago, more or 
less, the world was oppressed and 
depressed by problems, both so- 
cial and economic, not unlike those 
of our present day. 

—It's interesting to note what the 
wise men of those times had to say. 

—Plato (429-347 B.C.): “Democracy 
contains no long-range force 
which will check the constant ten- 
dency to put more and more on 
the public payroll.” 

—Plutarch (49-120 A.D.): “There is 
no doubt that the real destroyer 
of the liberty of any people is he 
who spreads among them boun- 
ties, donations and largesses." 

—Demosthenes (384-322 B.C.): 
"There is one safeguard known 
generally to the wise, which is an 
advantage and security to all, but 
especially to democracies as 
against despots. What is it? Dis- 
trust.” 

—Sophocles (496-406 B.C.): “War 
loves to seek its victims in the 


young. 

—Horace (65-8 B.C.): "In peace, as 
@ wise man, he should make suit- 
able preparation for war." 

—Terence (185-159 B.C.): “It is the 
duty of all persons, when affairs 
are the most prosperous, then in 
especial to reflect within them- 
5 oa in what way they are to en- 

re adversity. 

—Thucydides (471-400 B.C.): "We 
enjoy a form of government which 
is not in rivalry with the institutions 
of our neighbors, nay, we ourselves 
are rather an example to many 
than imitators of others. By name, 
since the administration is not in 
the hands of few but of many, it is 
called a democracy.” 

—And in such way is History made— 
a continuous cycle of social and 
economic Acts, each with its own 
distinguishing stage setting. 


President 












of doing business may be harmful 
to labor in that it may decrease 
employment opportunities; that in 
the final analysis what really makes 
for a higher standard of living is 


greater production.” 
7 * * 


E. C. SAMS, president of the J. C. 
Penney Company, says: 

“Where do the top men come 
from? There are some 25 district 
managers in the Penney Company 
—each started as a clerk or in 
the stockroom. Through effort and 
training each became a successful 
store manager and then a district 
manager. We have eleven directors 
in the Penney Company. This group 
have an average service with the 
company of over 25 years. Each of 
them has made his way to the direc- 
torship by starting in the ranks and 








growing with the company. Their 
successors will come from the same 
source—country boys or youngsters 
from Simpson, Kansas, or Hamil- 
ton, Missouri, or Monmouth, IIli- 
nois. Right now young men through- 
out our company are fitting them- 
selves for bigger responsibilities 
and are working hard for them be- 
cause they know the opportunity 
actually exists. They realize that 
the road to enlarged opportunity is 
found in effort and accomplishment, 
not in family ties or in relationship 
to some individual or family. They 
create their opportunity. They are 
not born to it. 

“T still treasure the letter Mr. 
Penney wrote me in 1907 saying, 
“You can have all the rope you want 
if you are competent.’ ” 

+ a . 
DANIEL BLOOMFIELD, mana- 
ger of the Retail Trade Board of 
the Boston Chamber of Commerce, 
said: 

“The complexities of modern re- 
tailing require a new viewpoint on 
the part of the retailer. He must 
have a good working knowledge of 
fundamental principles of retail ac- 
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counting, store layout, window dis- 
play. He must know how to handle 
inventory intelligently, so that he 
has no dead stock on hand. His 
profit must come from healthy 
turnover. He must watch his credit 
accounts or he will soon face ruin. 
And very important is the necessity 
of learning how to select the right 
kind of employees and how to han- 
dle them so that a fine spirit of 
loyalty and enthusiasm in selling is 


developed. 


“The present situation in retail- 
ing is a challenge to all who are in 
it. If a store is to survive, it must 
meet this challenge. Retailers are 
faced with rising costs, with dwin- 
dling profits, with unsound legis- 
lation, some of it intended to estab- 
lish immunity from competition, 
much of it seriously impairing pur- 
chasing consuming power. There 
is only one answer to the problem. 
Productivity of selling employees 
must be increased to offset these 
factors. Greater efficiency in store 
management and operation must be 
attained. And the way to help bring 
this about is through carefully de- 
signed training.” 

= * * 
MARY LEWIS, head of the Mary 
Lewis Shop, said: 

“Our realistic point of view is 
making us cynical, making us more 
interested in tangibles—with the 
result that the women of the coun- 
try are no longer being sold on a 
fashion because it is promoted as 
‘the latest Paris import.’ The wo- 
men of the country have been edu- 
cated in fashions through maga- 
zines, schools, the screen, newspa- 
pers and other mediums and are 
sure of what they know about fash- 
ions. They now buy things where 
they find them, and buy what they 
want and ‘don’t pay the price for a 
label.’ 

“The most valuable asset a per- 
son could bring to a new job ‘is 
the customer viewpoint,’ knowing 


what the customers are doing and 
thinking and what they want. Peo- 
ple will pay the price for merchan- 
dise, if it has enduring style and 
quality that will last for several 
years, because they know what they 
want and are not being swayed by 
fashion’s seasonal dictates.” 
* 7 * 


eB ACK W. GOATER, buyer for the 
women’s shoe department of Broad- 
hurst Shoes, Inc., Denver, Colo., 
says: 

“If the old-line shoe firms which 
have always specialized in staple 
business hope to survive, they must 
make an appeal for the business of 
youth by blending color and styling 
with good basic types of footwear. 
That was the thought behind the 
merchandising program adopted 
when this company was recently or- 
ganized and so far it seems to have 
worked. 

“The store is still getting its staple 
business from members of the older 
generation. Nothing has been done 
to adversely affect that trade. But 
with more emphasis on color and 


i 


style, we’ve also been able to swell 
the volume with increased patron- 


age from younger women.” 
. * * 


LEWIS H. BRADLEY of Brad 
ley’s Brownbilt Shoe Store, Rum- 
ford, Maine, says: 

“I was stimulated to take a great 
interest in correct shoe fitting and 
scientific salesmanship at a banquet 
in Boston back in 1921 or °22, | 


think, when John Slater gave out 
the diplomas to a shoe salesman- 
ship class at the convention. 

“Recently I have been speaking 
to Parent - Teachers’ Associations 
and other civic clubs on foot sci- 
ence, illustrated with some home- 
made charts. Not only are we 
never too old to learn but I find the 
subject of feet is always of great 
interest to the public.” 








| WE FEATURE A COMPLETE PRICE RANGE | _ 
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“Does Madam desire to be tres chic in one of our $14.95 creations? Or would 
youse go for somethin’ classy at $1.95?" 





The New Field 


Rudy Vallee, star of the NBC Sealtest program, 
left, wears a rugged, two-tone, hand-stitched 
moccasin from Florsheim with his large herring- 
bone patterned tweeds. Above, he wears a 
brown and white blucher moccasin from 
Douglas with an odd-jacket combination. 


WEAR ‘round sale of men’s leisure footwear is a new 
development worthy of proper merchandising, effective 
display, sensible financial and allotment control. By 
co-ordinating these activities, a new avenue for profit- 
able selling activity can be developed and maintained. 

Leisure footwear means certain specialized types of 
casual shoes either for indoor wear (slippers and scuffs) 
or for outdoors (sports, play and leisure). 

A few years ago women’s shoes of this general type 
were considered incidental—and accidental if a size- 
able volume resulted. Today buyers are viewing their 
women’s play and slipper operation as an important 
part of their total shoe business. True, they have 
periodic peaks and valleys, but the valleys are decidedly 
shortened and the peaks of increasingly sustained 
duration. 

This same situation is already being developed in the 
men’s leisure field. Buyers realize that 90 per cent of 
their slipper business was done at holiday times, with 
the ten per cent scattered over the balance of the year. 
They also realize that 80 per cent of the men’s play and 
sport shoe volume is done between Easter and July 4. 
Some keen buyers are now aiming for a much larger 


Bill Goodwin, heard on Bob Hope’s NBC show, 

right, wears a tan calf and brown buck combina- 

tion from Field and Flint, with his double 
breasted grey flannel suit. 











in Men’s Leisure Footwear 


The Growing Importance of the Casual Shoe Opens Up a New Avenue 


for Profitable Selling Activity in the Men‘s Field That Has Year- 


*Reund Possibilities Through Properly Coordinated Merchandising 


by HARRY R. TERHUNE 


dollar volume during the peak periods, but they are 
allotting a much smaller percentage of the total annual 


volume for those periods. 
A completely integrated merchandising plan has been 
[TURN TO PACE 34, PLEASE! 


Above: Dick Powell wears white, mudguard 
pattern, rubber soled play shoes here, for 
S. Rubber 


tennis or for casual wear. From WU. 
Company. 


Above: A sturdy brown cloth Kedsman with 

grizzly rubber soles, from U. S. Rubber Co., 

is worn here by Mr. Vallee with an odd-jacket 
sports outfit. 


Above: Rudy Vallee wears a moccasin pattern, 
platform shoe of natural linen and brown calf 
with a natural linen suit. From California 


Casuals, Inc. 


Right: Dick Powell, NBC singing star of the 
“Good News for 1940” program for Maxwell 
House Coffee, wears a tan, plain toe blucher 
pattern, good for all around sports wear from 
the Conrad Shoe Co. This shoe features the 
Reeves Air Wedge rubber sole. 
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Shoe Men 
Pin Their Hopes 
On Summer 


BDROPPING in at almost any New York shoe store 
last week, you would have heard pretty much the same 
story. The season has been slow in getting under way. 
A little warm weather is expected to work wonders. 
“Just give us sunshine,” is the repeated plea. And the 
sun is shining as we write, so perhaps the welcome 
change has come. 

This past week has seen some early markdowns on 
Spring shoes. In general it has been a “very black 
Spring season,” perhaps in more senses than one. Navy 
did not come up to expectations, especially considering 
the importance of blue in ready-to-wear. Brown has 
been exceedingly spotty. Here and there a store reports 
some business in brown shoes. Customers came to 
them, they say, after looking all over town without 
success for a pair of dressy brown shoes. Other colors 
have been negligible. A few merchants report selling 
some multi-color snake or kidskin sandals. Neutral 
snakeskin has also sold a little. Some red shoes have 
sold. One or two very promotion-minded stores have 
done a good job with special promotional browns in 
creamy or chocolate versions. 

Whites are moving, but slowly, so far; again, because 
of the cool and rainy weather. Spectators are doing 
better. Tan and white is number one choice, but some 
stores report an increase in blue for tip and fox. Very 
occasionally, black patent trimming is reported to be 
doing some business. The middle West, incidentally, 
reports some interest in this combination for wear with 
white hats. In general, white with color is expected to 
be good this season. 


The New York World’s Fair is once again an im- 
portant fashion center. This cool afternoon print 
in emerald green, black and white is accented by 
a black and white sash which emphasizes the for- 
ward swing of the skirt. Black straw hat and 
patent leather pumps and handbag complete the 
smart ensemble. Shown at the Fair by Jay Thorpe. 
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Left: Spectators are a year-round business in many 
stores. Black patent trimming on white has sold well 
the past few weeks at Russeks Fifth Avenue, Inc. 
Right: Allwwhite elasticized stepin pump has been 
a leading Spring pattern and is expected to continue 
in popularity for Summer wear. B. Altman & Co. 


Play shoes are selling everywhere. In most stores 
they have been given separate and very attractive dis- 
play stands, cases or corners, prominently placed in 
the department. As one retailer said, “They are good, 
because they dress up the department.” Many stores 
expect to carry leisure shoes this Fall—‘“indoor, out- 
door shoes,” they have been called—as a follow-up of 
their Summer success with play shoes. These are the 
types in which wedges are expected to find their right 
place for Fall. All signs seem to point that way. One 
of the healthiest trends in the shoe business today is 
that novelty styles like wedges, platforms and open 
backs seem to be finding their proper places, instead of 
appearing on every kind and type of shoe, whether 
suitable or not. This is not just our own observation 
and opinion. The buyer for a very large and important 
New York department store expressed the same view. 

High wedges in dark shoes are not very active in 


“Just Give Us Sunshine” is the Merchants’ 


Plea, as They Pian for a Season That, in New 


York at least, Has Been Slow in Getting 





Under Way— Whites, Play Shoes, Spectator 


Types Counted on to Add Fresh Interest, 


Although Blacks Hace Thus Far Led in Sales 








New York right now. And there is little enthusiasm 
for them for Fall. Some merchants have, of course, 
bought them. One buyer of a large department store 
will show the new carved wedges for an early Fall 
shoe. It is still too early to know how popular the 
high wedge will be in white shoes for Summer. There 
are very attractive versions in nearly every store, white 
with color contrast on heel and upper being the almost 
universal rule. 

“Back to College” promotions will include classic, 
bulky, masculine and play types. Antiquing of alligator 
—found in many Fall lines—will be included in the 
August college promotions. More stores are considering 
having college promotions than ever before. They real- 
ize the importance of the college customer while she 
is in college and, even more, after she has left college 
and become a more frequent shopper, with a growing 
need for more varied types of shoes. 


COLORFUL straw bags are being shown in several 
shoe departments and stores. They are very attractive 
and useful for many Summer costumes and especially 
smart with the straw shoes which are in the picture for 
Summer. 

The promotion of World’s Fair shoes has been very 
slight compared with a year ago. Two or three impor- 
tant merchants—including one department store and 
one shoe store—have advertised shoes for tramping 
over the Fair grounds. And, we should add, they have 
done very good business in them. One of these is a 
soft, unlined oxford with low wedge heel. It comes in 
a wide range of colors. The other is a soft, unlined 
oxford with low, regulation built-up ieather heel. 
[TURN TO PAGE 36, PLEASE] 





Below, left to right: Flattering d'Orsay cut, comfort- 
giving walled last, jaunty little bow, have made this 
tailored pump in calfskin number one pattern at 
Hanan & Son. Middle: A demand for brown has 
been met by this elasticized gabardine V-throat step- 
in and several other high-heeled types at Saks at 
34th Street. Right: Patent leather with draped gros- 
grain trimming makes a softly tailored pump which 
has been the leading Spring shoe at Frank Bros. 
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Always good is this 
shelf-step setting for 
in-store use. Either 
paint or paper can be 
used to make the sim- 
ple, colorful scene. 
Blue sky, white letter- 
ing, green grass and 
trees, brown trunks 


and sand path. White 
steps, blue and white 


awning which can con- 
ceal lights. 





Help Them Make the Most 


SEVENTY-SEVEN per cent of the people who regularly 
get vacations take them in July or August, a recently 
released analysis states. Even without the 1940 census 
figures to guide us, we know a goodly proportion of 
them will be young women, off to the land of rest, rec- 
reation and romance, with the accent on ROMANCE. 

Whether she’s Sun Valleying or booked for a twelve 
dollar resort, the vacation-minded young woman is 
thinking and planning for weeks ahead, and right up 
tu leaving time, getting set as best she can for competi- 
tion in clothes and costume accessories that gives no 
quarter. She will want clothes, shoes and all the other 
trimmings to HELP HER MAKE THE MOST OF HER 
VACATION. 

On her vacation, she must be ready for all emergen- 
cies, from a sunrise hike to dancing ‘til daylight. She 
not only has to look the part, but be able to meet the 
often strenuous demands of being the perfect com- 
panion. As the Boston Sunday Post recently said, “Foot 
throbs leave no room for heart throbs.” 

Fit your Summer shoe promotions into that vaca- 
tion picture. Dramatize their appropriateness, smartness 
and comfort. Tell and show her how your shoes will 
contribute to the success of her vacation—and make her 
whole Summer brighter and better. Plan a succession 
of dramatized displays from now to mid-August. Tell 


the vacation-minded public of your community in ad- 
vertising : 

“Yours for an All-American Summer. 

“To give you an edge on competition. 

“Be your leap-year best. 

“New job or new beau—it’s important to look smart. 

“Angelic or active, we'll help you put your best foot 
forward. 

“Don’t miss vacation fun by two feet—yours. 

“Getting your man requires footwork as well as head- 
work. 

“Cool, carefree feet—from funsters to formals. 

“Keep fit on vacation’s busiest days. 

“Take the right shoes for everywhere.” 

There are any number of ways that vacation shoes 
can be dramatized—in the window and in the store. 
And, like jokes, some of the simplest ones are best. 
Direct and to the point, so customers get them quick. 
And remember them well. The empty desk, with a sign 
“Back in Two Weeks,” tells the story in a language 
everyone understands. And everyone recognizes a vaca- 
tion trunk, partly packed with appropriate shoes. Some 
posed boy-and-girl vacation pictures will give true 
atmosphere. 
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Shoes, as Well as Clothes and Accessories, Play a Promi- 
nent Partin the Summer Plans of Recreation-Minded Young 


Americans—Here’s Your Cue for a Successful Promotion 





by 
Rn. E. ANDRUSS 
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Shelves in an imitation 
irunk make a setting for 
vacation shoes that can 
be set up in the store 
after using in the win- 
dow. Tennis racket, gol) 
club and other equip- 
ment will serve to iden- 
tify the types of shoes 
that are grouped about 
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of Their Vacations ... 


It isn’t a question of expensive settings—but pertinent some “twosome” displays showing shoes for him and 


ones. Not so much a lot of money as some real plan- 
ning. And while you're about it, don’t forget that a mentioned boy-and-girl pictures for a natural. 
Make the most of THEIR vacations. 


her for various activities; back them up with the afore- 


lot of fellows are going to want vacation shoes, too. Try 


igainst a background 
of vacation scene 


FIRST STEPS TO THE ~ . blowups, set a _ busi- 


ness girl’s desk and 


BEST VACATION ; chair, with a _ card 
pe “Back in Two W eeks.” 
‘ Timetables and travel 

folders can be substi- 

tuted for the photo- 

graphs. Shoes can be 

grouped by occasions 

or by color groups, 

as “So you like yel- 

low,” or whatever the 

favorite vacation ward- 

robe color might be. 











Left: The season's popular play 
dramatized é this 
background 
out-of-door atmo 
sphere. 


customer's atten 
tion. 


FACING of Summer shoe promotion, and 
especially the n of how to make the most of 
window display space during the Summer months, the 
merchant is confronted with two alternatives: He can 
follow the line of least resistance and concentrate on 
clearance, filling his windows with cut price merchan- 
bold announcements of reduced price 


dise and big, 


sales, or he can lay out 4 really constructive program, 
taking up in ture the various kinds and classes of foot- 
wear that should be especially in demand during the 


r vacation season. 

ese two alternatives there can be little 
doubt as to what the enterprising retailer, whose atten- 
tion is focused primarily om the profit showing of his 


business at the end of the season, will decide. He will 
realize that while a clearance sale may be necessary t0 
clean his stocks of leftovers and avoid an accumulation 
of odds and ends ‘at the end of the Summer, he cannot 
rest his efforts there, but must maintain throughout the 
Summer @ steady sales pressure On those types ° 
shoes that will appeal most strongly to @” outdoor 
recreation-minded public. 

Summer shoes to which special window 
should be devoted will include, first and foremost, white 
choes, which have been demonstrated again and again 
to be the real backbone of Summer shoe business, P@™ 

Whites include all whites, 
[TURN TO pace 30, PLEASE | 


promotions 


ticularly in women’s shoes. 


An interesting and attractive 
display of “Aerotized™ shoes 
created by The Big Store Co- 
in Cincinnati. This depart 
ment is managed by Ben Gard- 
ner and operated by the Nobil 
Shoe Co. of Akron. 
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OUTLOOM 


Restraint of Style— More Sizes 


EF defense effort, leading to preparedness for war or 
what may come, continues, the automobile industry 
may, as a patriotic gesture, defer, delay or discontinue 
. new model-making for the year 1942—retaining 1941 
models to eliminate re-tooling. 

That, in a nutshell, is what you read in the news- 
papers about the cooperation asked of industry to re- 
lease super-mechanics for the task in hand of making 
immense air armadas, complete divisions of tanks, gi- 
gantic war equipment, artillery, air guns and ammuni- 
tion—and all of the complicated tools of mechanized 
warfare. As the matter now stands, the new automobile 
models have already been planned, designed and dies 
manufactured for the styling of the new 1941 model 
run. 

If we are headed into some new kind of economics 
which imply less waste in civilian things, so that we can 
have more men and money to put into war things, then 
this idea of restraint of style will be talked about and 
may be acted upon sometime sooner or later. In other 
parts of the world there has been a definite restraint 
put upon civilian things and goods, foodstuffs and 
amusements—so that moneys could be fed to the “Maw 
of Mars,” whose mechanical jaws devour all the re- 
sources of the peoples. 

We were all asked to taste a bit of that restraint of 
style back in 1918, but that First World War collapsed 
before “civilians were economically hurt.” That war 
certainly did not end all wars, was but a prelude to the 
new order of things—when everything leads to weapons 
for war rather than articles for peace. You'll hear more 
on this subject of suppression of style and maybe we 
should do something in that direction ourselves—to 
some advantage of the profit system as it now rides 
along, before the storm hits it. 

I recently had occasion to look over a sample room 
showing the new shoes for Fall 1940, and so help me, 
there were 380 shoes, most of which were new and 
bright and hungering for buyers’ attention. Each rep- 
resented an investment of brains and money, time and 
thinking. The net money involved in their making was 
“no small cocoanuts,” but in the light of the American 
market, it was a good investment. The salesman knew 
and the buyer knew that the consolidated orders placed 
in a month of selling time would weed that “garden of 


by ARTHUR D. ANDERSON 
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fashion in footwear” to the point that only a dozen 
strong blooms would remain, representing the real sell- 
ing numbers of the line for Fall 1940. For every other 
fancy pattern, the costs involved would be all out of 
proportion to the numbers of shoes actually shipped, 
and the profits measurable in “bird seed.” 

We have been going through this same process for 
twenty-five years or more—making a full collection of 
everything, carrying it around the ‘country and letting 
the old law of supply and demand select the best num- 
bers. And taking it for granted that because it has 
always been that way, it always will be. 

It’s just a question of styling with “fire in your eye” 
or “fists in your pockets.” If the shoe has the right 
spark to capture the imagination of men, women and 
children, it will pretty well show itself on the styling 
table. A thoroughbred is almost recognizable from its 
pull-over conception. 

I asked the salesman to seed the line of those num- 
bers that he thought would be winners in “cases and 
deliveries” for Fall. So help me, there were less than a 
dozen—and each one of them popped right up and said: 
“Buy me because I have IT.” Then I asked the sales- 
man—Why do you carry around all that weird and 
wonderful collection of “never runs”? and he replied: 
“The buyer expects the line to be dressed for the show. 
He would think we were slipping if we didn’t show him 
the ‘works.’” Well, this salesman and many others like 
him, “tote trunk, bag and baggage” all over the country, 
knowing that the majority of the shoes they carry don’t 
mean anything. 

Well, back to the beginning of our story. If a few 
men in the automobile industry can sit in a room and 
say: “If worse comes to worst, we will not create new 
models,” you can believe in your economic heart, it 
wouldn’t be a bad idea if we shortened the line of shoes 
and made the styles even better because of the possibili- 
ties of concentration upon what’s wanted and why. 

After all—for want of a size the sale was lost—and 
you might by concentration get a few more sizes into 
shoe stores, if there are fewer styles to capture the buy- 
er’s attention. Again we repeat—for want of a size a 
sale was lost—not for want of a style. 
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if they are 


NON-SLIP—AIR-CUSHIONED 


HEELS 4, CUPPLES 


ERE is a rubber heel that really gives you 
something to talk about. For Presto- 


Grips have features easily seen and appreci-. 


ated —features that actually help sell shoes. 

Presto-Grip is the new, non-slip, air- 
cushioned heel that provides a measure of 
safety and comfort found in no other heel. 

Scientifically constructed they cushion each 
step, absorb shocks and jars. And by means 
of the soft, white button which grips and 
holds, they prevent slipping—safeguarding 
each step. , 


VICTOR FIVE SHOES 
Wlustrated is a Men's Calfskin Oxford with — 
Wear-Proof Toe Linings, Bleach Kip Quarter Lin- 
ing, Cushion Cork, Ventilated Insoles, Ook Bend 
Outer Sole—and fitted with Presto-Grip Heels. 


Made by 
BONA ALLEN, INCORPORATED 


Tanners and Manufacturers 
BUFORD, GEORGIA 


Here’s Modern Style and 
Sales Appeal at tts Best 


You'll proudly display and show the bottom of shoes 
equipped with Presto-Grip Heels. For their unique, two- 
color design and scientific construction steps up the sale- 
ability of any good shoe... Presto-Grip Heels give you 
powerful sales advantages. 


The soft, white rubber button, exclusive with Presto- 
Grip Heels, is made of an especially compounded stock 
that grips and holds. It also flexes with each step, providing 
air-cushion comfort and a new walking thrill. You can 
easily demonstrate these features. 


Expect greater values in shoes equipped with Presto- 
Grip Heels. They represent the last word in quality rubber 
heels. Made of tough, resilient, long wearing compounds— 
modern in design and with exclusive features of genuine 
merit, Presto-Grip Heels will help you sell more shoes. 
So in the future, when you buy Men’s Shoes, specify Presto- 
Grip Heels. 





Shoe Try @ pair on your own shoes. 


PO cima. to naien stone. 
CUPPLES 





COMPANY 


MANUFACTURERS 
$T. LOUIS . . MISSOURI 
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The new Foot Rest Shoe 
Store is designed along the 
perlor line. At the rear, 
the balcony breaks the 
long room appearance be- 
sides concealing the stock 
room and providing addi- 
tional fitting space. 


Laid Sueceess Foundation 
DEPRESSION YEARS 


IN 


Two Young Partners in Retail Shoe Venture 
& 


Show What Can Be Done in Six Years’ Effort 


Modern in every respect, the front of the new 

store has a large wi area and the entrance 

doors of plate glass allow a street view into 
the store. 


THIS is the story of the rise of an independently op- 
erated shoe store in New York City. 

Back in the depression year of 1933, two ambitious 
shoe salesmen, Ralph Casper and Walter Gold, started 
a store of their own on Thirty-ninth Street, New York 
City, specializing in women’s shoes between $6.50 and 
$10.75.. They didn’t have much money, but they did 
have a wealth of shoe knowledge and an abundance of 
ambition which found its outlet in an enjoyment of 
hard work and long hours. 

Success came slowly but steadily, and this store pros- 
pered to such an extent that they began to look for 
larger fields for business. 

The proof of, their success was seen in the opening 
on March 1 of this year of a new and considerably 
larger store at 28 West 34th Street, next to the Empire 


State Building. The two stores are owned by Mr. 
Casper and Mr. Gold. 

The new Foot Rest store, so named after the line of 
shoes it features, incorporates the latest in retail store 
design, as may be seen from the photograph. The 
front reflects the modern treatment—large window area, 
metal trim, attractive illumination, both natural and 
artificial. The entrance doors are of solid glass without 
metal or wooden trim. 

Inside, the store measures 30 by 90 feet and has a 
seating capacity for 65 people. On a busy day 40 to 
50 customers have been taken care of at a time in this 
very successful store by a regular selling staff of six 
salesmen and two extras. 

The store is of the “parlor” type, with comfortable 

[TURN TO PAGE 36, PLEASE] 
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KISTLER "BENCH BRAND” 
SOLE LEATHER.ADDS TO 


THE SERVICEABILITY OF 
WORK SHOES 


Steady business is what counts in your long- 
term welfare. That is what you want plenty of. 
Your position in pursuit of that objective is 
improved by features of shoe construction, which 
make the customer feel that to come back will 
not only be to his profit but it will also be to 
his pleasure. 

Do you know of anything more certain to 
click with men’s trade than a widely-known, 
highly-regarded, uncommonly-serviceable brand 
of sole leather? Since it definitely contributes to 
the customer’s well being and contentment with 
his purchase, it has the material effect of putting 
more money in your pocket. 


Chant ate 
elle at .ear 


-“ 
a 
an 
ve 


One ‘MASs. 


WESTERN DEPARTMENT IN CHARGE OF BCR TRAM URGA 2 HOTZ NORTH THIRD STREET miuwauR WISCONSIN 
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FILM DEMONSTRATES FOOT ACTION 


Motion Picture Showing Number of Different 
Walking Postures of Women in Various Occu- 
pations and Activities Demonstrates Effects of 


Shoes in Correcting Faults. 


6 HE Lady Walks,” a motion picture film dramatiz- 
ing the findings of an experimental project just com- 
pleted to determine the actions of shoes on the functions 
of the human foot, was given its premiere showing 
before members of the press in Chicago, recently. The 
film was produced by the Chicago Film Laboratory 
under the direction of Aubrey, Moore & Wallace, Inc., 
for the Lockwedge Shoe Corporation of America, Inc., 
Columbus, Ohio. The premiere coincided with a spe- 
cial Dr. Locke shoe week at Marshall Field and Com- 
pany, where the film was shown to retail customers. 
The film showed the various types of walks used 
by a number of different women in various occupations 
and activities. It also takes the audience through three 
different series of tests which were conducted on women 


Above is a still of one scene from the film “The 
Lady Walks” showing how closely each foot 
action was recorded. 


chosen at random wearing their own shoes, in bare fect. 
and in Dr. M. W. Locke shoes of different lasts and 
various heel heights. 

The women were tested by three methods. 
motion pictures showed that heel height and shoe lasts 
have a marked influence on stability when walking. 
Shadowgraph tests showed that low heels do not neces- 
sarily make for good posture and that many subjects 
stood straighter and more gracefully in the proper shoes 
with higher heels. In the angle of gait tests it was 
seen that the tendency of toeing in or out was largely 
dependent on the type of shoe worn. 

The laboratory research work for the film was con- 
ducted under the supervision of Dr. Harold E. Cly- 
bourne, D.O., orthopedic specialist and surgeon of 
Columbus, Ohio. Associated with him in this work 
were George S. Rothmeyer, D.O., Orthopedic surgeon. 
Philadelphia, former chairman of the Orthopedic Sec- 
tion, American Osteopathic Association, and Marion 
Van Ronk, D.O., orthopedics specialist, Philadelphia. 


Slow 
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HE looks suspiciously at the slide fastener in the 
galosh. 
She remembers only too well, a slide fastener that 
jammed, slipped . .. was worse than useless! 


(When 80 leading stores questioned thousands of 
men and women they found...more than 80% 
are aware of bad slide fasteners!) 


She remembers years of dependable service from 
Talon slide fasteners ...she’d much prefer a Talon 
fastener! 

(In these surveys,*among the thousands who 


BECAUSE IT’S THE DEPENDABLE SLIDE FASTENER 
—PEOPLE PREFER 


expressed a preference the vote for “Talon” was 
not 2 to 1—not 10 to 1 — but actually more than 
70 to 1!) 

Will she demand “Talon, or else!” Maybe .. . 
maybe not. 

But isn’t it foolish to endanger customer confi- 
dence... when you consider that it doesn’t cost you 
a penny more to specify the Talon slide fastener on 
all galosh orders! 

TALON SLIDE FASTENER 


Reg. U.S. Pat 
MADE BY TALON, INC. MEADVILLE, PA. 


ULE 





BOOT ann SHOE RECORDER, June 8, 1940 








Play Shoe Crew 


A novel touch in Summer play shoe 
merchandising in the woman’s shoe 
department of the May Co. in Den- 
ver, Colo., is the use of a crew of 
three young women who sell nothing 
else. Whereas most departments are 
content to allow play shoes to sell 
themselves on bright-colored displays 
and salesmen’s recommendations, the 
May Co. has taken a step forward in 
merchandising them as a_ separate 
group. 

Several advantages are included in 
this idea: First, in selling nothing but 
play shoes and slippers, the three-girl 
crew becomes so well versed in style 
features that they are easily able to 
close a sale with the customer who is 
doubtful as to whether the brilliant 
colors of the play shoe selected will 
be too gaudy for her or not. Conviction 
and knowledge as to what style will 
go with what casual costume the best 
are important aids in selling play 
shoes. The male salespeople of the 
department do not have as much time 
to learn the selling features of the 
play shoes as these specialists do. 

This specialist crew does not con- 
flict with the regular salesmen, inas- 
much as any salesman is entitled to 
sell a second pair, or even the first, 
from the Play Shoe Bar. However, 
when a new customer enters with the 
avowed intention of buying play 
shoes, she is immediately turned over 
to one of these specialists—and with 
better selling results. 





An Extra Premium 


To keep their store’s name before 
the customer’s eye some stores use 
every possible form of advertising. 
One of the cheapest, and widest 
distributed forms of advertising is the 
simple match folder. 

A Chicago shoe store has taken this 
simple form of advertising and gone 


A Boot and Shoe Recorder Department 








one step further in the form of a 
premium printed on the inside of the 
folder: 


Valuable Coupon 
When purchasing shoes at the 
Shoe Store 


present this coupon to the salesman 
and receive a DISCOUNT of $.50 


on the first pair of shoes purchased. 
$.50 on each additional pair purchased. 
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These two shoes have but one aim in Me 
: 


lite: to give you many pleasant miles any 
on Treasure Island! Perforated suede i 
with sturdy wedge heels for support. re, i 






Low vomp pump, buckled heel strop Block, 
brown rove! bive, white with bive or brown. 
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Know Your Money 


There’s always a danger, unfortun- 
ately, in retail store operation of hav- 
ing some customer try to give you 
counterfeit money in payment of 
merchandise. 

In a New York Shoe Store, we re- 
cently learned one way to guard 
against this possibility. The Hass 
Shoe Store, 450 Seventh Avenue, has 
a chart showing points to check in 
counterfeit bills pasted to the glass 
wall of their cashier’s booth. 

These charts can be had for the 
asking in almost any commercial bank 
and are invaluable in safeguarding 
against losses. 

The Chase National Bank gives the 
following rules to follow “when a 
stranger gives you a counterfeit bill.” 

1. Do not return it! 

2. Telephone police at once! 

3. Delay the passer under a pretext. 

4. Avoid argument, if necessary, 
tell them the police will handle the 
matter. 

5. Write down a description if the 
passer leaves. 

6. Take the tag numbers of any cars 
involved. 

Remember — not all strangers are 
counterfeiters, but all counterfeiters 
are likely to be strangers. 


* * # 


The John Wanamaker Stores have 
set down the following good rules on 
how to buy merchandise, under the 
title: 

“How to Buy a ‘Bargain’ ” 


“First, there is the ‘bloodhound sys- 
tem.” You follow this one if you are in- 
terested in price only. You hunt for 
something that is so cheap that you can’t 
afford to pass it up. Something priced 
so low that you think it must be a bar- 
gain. You buy it, and it may be a bar- 
gain. But if you buy with price alone in 
mind, you may have something so cheap 
that it will fall apart after you have 
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BEST IDEA OF THE WEEK 
HANAN’S WINS THE PRIZE 
(Hanan Shoe Store, 1375 Broadway, New York City) 


O. P. Ideator—“That’s quite a beautiful display of 
trophies you have in your window, Mr. Bigley.” 


Manager Joseph Bigley—“Yes, the Garment Sales- 
men’s Guild of New York is having an outing this month 
and those are the trophies to be given away at the golf 
tournament. Most of the trophies, ranging from silver 
cups, clocks and traveling bags to thermos bottles and 
golf bags, are donated by the various garment manufac- 
turing and distributing firms.” 


O. P. Ideator—‘“For one golf tournament, they sure do 
have a large number and assortment of winners and 
booby prizes. But, tell me, what do you gain by turning 
your window over to them?” 


Mr. Bigley—*“That’s what the proprietor of one of the 
nearby shoe stores asked me. He said, ‘What have you 
to gain by filling your window with trophies? It cuts 
your display area for shoes in half. Trophies don’t sell 
shoes.’ I answered that my store is located in the center 
of the garment district, a considerable number of my 
customers are included among these salesmen, and a 
little good will on my part goes a long way with them. 
Not only that, but you can see for yourself the number 
of people who stop and look at the display. Lord knows, 
we don’t get an awful lot of variety in men’s shoe win- 
dows, and something new always attracts attention. And 
if they stop and look at the trophies, they may turn 
around and look at the shoes displayed in the other 
window.” 


O. P. Ideator—“Are you putting up any kind of prize 


yourself for the tournament?” 


Mr. Bigley—“Yes, the winner of the tournament can 
come into my store and pick out any pair of shoes he 
wants. As a matter of fact, last year, several days after 
the tournament, two men came into the store. They sat 
down, and one of the men asked to be shown a certain 
$6.75 model in the window. After I had fitted him, he 
announced that he was the winner of the tournament 
and asked if the shoes were free. I replied in the af- 
firmative and then asked why, as long as he could take 
any pair of shoes in the house, he didn’t take a pair of 
$12.75 shoes. He said that he didn’t know they were 
available on the prize, but that he would be willing to 
try them on. I fitted him to one of our finest models 
and he walked out of the store a mighty pleased man.” 


O. P. Ideator—“Don’t you think that is stretching a 
point a little too far. For after all he was satisfied with 
the $6.75 shoes and on that model you were losing just 
half as much money.” 


Mr. Bigley—“Yes, that may be true, but as things 
worked out, by showing generosity on my part, I made 
more money in the long run. For you see, when these 
men walked into the store, I had noticed that they were 
both well dressed and both wearing good quality shoes 
and that neither of them had ever been into the store 
before. My generosity paid results, for both of them 
were back again within several weeks to buy Hanan 
shoes at regular price and both of them have become 
regular customers of my store.” 








wasted a lot of time, even if very little 
money. 

“Second, there is ‘watchful waiting.’ 
Or the patience-may-bring-no-reward-at-all 
system. You sit tight and wait to buy 
‘out of season.’ You become expert at 
doing without until the timeliness for a 
thing passes and it is at its very cheap- 
est. Then you set out to buy. You may 
get a bargain. But is it a bargain? You 
have no present need for it—even though 
you may be lucky enough to get some 
sort of use from it next year. 

“Then there’s the informed buying 
method—a system that the United States 
Government uses. Experts line up the 
ultimate requisites-for-use of an item. 
Construction specifications, material 
specifications, design specifications. Then 
the government buys from the lowest 
bidder whose product meets those specifi- 
cations. The government buys what it 

. wants, gets what it needs, and knows 
what to expect from what it gets. 

“Buying at John Wanamaker is such 
informed buying. Our experts know your 
needs and set up specifications to meet 
them. Then, and only then, do they 
set to work on price. They cooperate 
very closely with far-sighted manufactur- 
ers. They enable these men, through 
huge advance orders to set up production 
schedules and lower consumer costs. 
Therefore, every item John Wanamaker 
brings you is made with the highest req- 

or-use at our lowest possible 
cost.” 


Merchandising the Odds and 
Ends 


Several months ago, Barnet’s Boot- 
ery, Long Beach, Calif., tried out an 
experiment in selling their odds 
and ends which has proved to be most 
satisfactory. So satisfactory, in fact, 
that they have adopted it as a perma- 
nent selling plan in their store. 

A separate room for the exclusive 
sale and display of odd lots was made 
through making space available in the 
rear of their store directly back of the 
store’s regular fitting space. Shelv- 
ing in the store does not go all the 
way back to the rear, and the six-foot- 
high shelving in the store proper 
completely cuts off this newly made 
room from the main part of the shop. 
Racks were constructed in the new 
odd lots section and on them were 
placed just the right shoe in each 
model—just one of each so as to pre- 
vent possible losses. Experimentation 
proved it best to arrange the shoes on 
the racks by colors, rather than to 
hash the stock by sizes. 

“This arrangement,” says L. M. Bar- 
net, proprietor of the several Barnet 
Booteries in this section, “enables the 


store to segregate the two classes of 
trade which exists in every commu- 
nity, the bargain hunter and the qual- 
ity buyer. Some women will seem- 
ingly spend hours in selecting shoes 
then come back in a few weeks for 
another pair. Having this separate 
room all by itself lets our bargain 
hunters spend as much time as they 
wish in browsing around without dis- 
turbing the regular salesmen. On 
Saturdays, a boy to whom we pay a 
few dollars will sell 20 to 30 pairs of 
these shoes in a day. 

“This separate room has cut down 
our inventory by 3000 pairs at no ex- 
tra selling expense, as this section 
does not receive a penny of advertis- 
ing money. All in all, it has proven 
to be a most satisfactory way of keep- 
ing the stock clean without undue 


losses.” 
* * * 


“The gayest little shoe you've ever 
seen ... dainty, airy, and comfortable. 
In jet black patent with elasticized 
faille insert and bow, open-toed and 
a high wedge heel that makes your 
foot look childishly small.” 

(Sanger Bros., Dallas) 
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Retailers Warned Against War Hysteria 





Industrial Boom Certain to Result from Present Situation and 
Retail Trade Should Be Better, Pacific Northwest 
Merchants Are Told at Convention 


SPOKANE, WasH.—The Pacific North- 
west Shoe Retailers Association, draw- 
ing from Washington, Idaho, Oregon, 
Montana and British Columbia, opened 
its 13th annual convention, here, June 
2 to 5, with nearly 300 delegates pres- 
ent and some sixty sample room dis- 
plays. Registration and the meeting 
of the directors with a get-acquainted 
stag dinner occupied the first day. 

The Pacific Northwest Shoe Trav- 
elers’ Association also met June 2 and 
elected these officers for 1940: C. M. 
Rorabeck, president; Harry McDonald, 
vice-president; S. W. Smith, secretary- 
treasurer. Afternoons and mornings 
are being given solely to buying with 
convention business concentrated in 
luncheon meetings. At the first general 
luncheon, June 38, Otto Warn, presi- 
dent, presided. With him at the head 
table, in addition to Mrs. Warn and 
the mayor of Spokane, were Myron 
Beningston, Spokane association secre- 
tary; Myron Parson, of Seattle, rep- 
resenting the Northwest Travelers; 
Morris F. Cronkhite, of Seattle, direc- 
tor of the national association; Lee 
Langston and Mrs. Langston, of New 
York, and Frederika Fox, merchandis- 
ing editor of Vogue. 


Mr. Langston stressed that war hys- 
teria should not interfere with buying, 
and that whichever way the war goes 
we cannot avoid having an industrial 
boom that will influence business and 
shoe men should be ready to take ad- 
vantage of it. 

Miss Fox said that the motto of the 
trade should be, not “Business As 
Usual,” but “Business Better Than 
Usual.” On fashions for Fall she said: 
“There will be an increase in casual 
and sports shoes. Black will be first 
as usual in color and will be bigger 
than all other colors combined. Brown 
will be strong; navy blue will be high 
style.” She urged the retailer not to 
sell black shoes with the advice that 
they will go with everything, but to 
try to sell the idea of a wardrobe of 
black shoes—the correct shoes for dif- 
ferent occasions and gowns. She 
stressed that brown should be drama- 
tized to get over the idea of wearing 
it for dress to the customer who often 
thinks of brown only for sports. The 
election committee— Joe Kohls, Ya- 
kima, chairman; I. A. McDowell and 
Elmer Nordstrom, Seattle, were to re- 
port on new officers on Tuesday, with 
that day’s general session devoted to 
studies of retailers’ problems. 





The New Field in Men’s Leisure Footwear 


[CONTINUED FROM PAGE 19] 


developed which results in a larger 
demand for this specialized merchan- 
dise during other than peak periods 
of the year; therefore they allot a 
much larger dollar volume for the bal- 
ance of the year as well as a much 
larger percentage of the total annual 
volume. 

Buyers who are doing a consistent 
job on sports and leisure shoes month- 
in-and-month-out have come to realize 
that additional volume can definitely 
be secured by a proper twelve-months- 
in-the-year merchandising plan for 
men’s casual footwear. Stocks are bal- 
anced as between indoor and outdoor 
types, but neither type is permitted to 
rest on the shelves except during peak 
seasons. Several buyers report their 
acceptance of a definite indoor use for 
several kinds of leisure shoes hitherto 
classified as outdoor types. 

The setting up of a merchandising 
plan with a segregation financially of 
the specialized items is valuable but 
falls short of the potential attain- 
ment unless proper displays, promo- 
tions and publicity reinforce the mer- 
chandising program. It isn’t sufficient 
to buy this type of merchandise and 
have it on the shelves. Its novelty, 








Leisure Footwear Merchandising 
A Year-Round Operation 


Merchandising men’s leisure footwear 
is a twelve months’ operation. Dating 
efforts by Easter, July 4, Labor Day 
or Christmas will only bring sluggish re- 
turns. 

Proper display within the store and 
in the windows, plus a completely inte- 
grated sales effort which includes a lib- 
eral advertising expenditure, will make 
the operation successful. 

Adequate sizes, stressing the color 
idea within a restricted 
will give the best 
salable stocks. 

Sport, leisure and casual shoes should 
be reclassified under one heading and 
merchandised as one sector, regardless 
of the men’s shoe stock as a whole. 





color and accessory character lifts it 
from the staple classification. Shoes 
of these types do need the added lift 
coming from the spotlight of publicity. 

Time of the year should have little 
influence in determining the amount 
and value of the combined publicity. 
The WEATHER and not the calendar 
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is becoming increasingly important in 
determining men’s leisure footwear re- 
quirements. 


Importance of Displays 


Constant displays are most impor- 
tant. A man, according to one very 
observant buyer, thinks of his basic 
shoe requirements, not his accessory 
shoes, unless he sees them. The better 
the accessory shoes are dramatized, the 
better the chances of selling him. This 
buyer also pointed out that the woman 
in many instances either directly or 
indirectly makes the purchases for the 
man. She is wandering around the 
stores constantly, so the new ideas, re- 
peated effectively, lead by devious steps 
to the sale of many an extra pair of 
leisure or casual shoes. 

In one store an advertising budget 
was set up and averages exceeded be- 
cause it was believed there was need 
over the next year or two to acquaint 
the buying public with these shoes. It 
brought its compensation in increased 
sales and in multiple sales that includ- 
ed other types of men’s shoes. 


Advent of Color 


The advent of color, pattern and 

novelty in this division of the men’s 
shoe business can easily mean many, 
many “style-headaches.” Properly han- 
died, however, in a men’s department 
such worries can almost be obviated. 
Buy fewer patterns, more sizes; fewer 
colors, more sizes; fewer price points, 
more sizes. The more concentration 
given to pattern and color, the more 
complete the range of sizes per line, 
was strongly emphasized to this re- 
porter. To quote this authoritative 
shoe buyer, “Stick to your conviction 
about the accessory men’s shoe idea— 
don’t try to have every conceivable 
variation of every even remotely salable 
idea. Pick a good line wherein ideas 
dominate and stick to it. 
’ “Don’t, however, be hereby led to 
think that color isn’t important. Wines 
and blues are staple colors for indoor 
wear; tans, browns and whites for out- 
door wearing. New interest can be 
created and additional sales made if 
chamois, gray, green, wine or blue for 
outdoor wear are added to the pattern 
bought. Colors change but the illustra- 
tion is meant to convey the idea of the 
importance of color. 


Patterns with Discretion 


“Color should be bought if patterns 
are selected with discretion.” : 

There’s no reason why, with the 
growing interest in recreational and 
sport activities, men are not going to 
spend as much money on leisure attire 
as on their dress and working clothes. 
The trend of logic and style points 
clearly in this direction. 

Adventurous buyers are recognizing 
it. They are preparing for it by hav- 
ing a trained personnel, together with 
a growing number of patrons who are 
convinced of this trend. 
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STAZON WHITE 


FOR ALL WHITE SHOES... 


and IT REALLY STAYS ON! 





Cleans, Whitens— Will NOT Rub Off. 


Has excellent covering qualities. Will NOT 


Streak or Crack. 


Extensive comparative tests prove STAZON 
to be the most excellent “won't-rub-off” White 


on the market. 


EVERETT 
PROVIDENCE, R. I. 


& BARRON 


COMPANY 
TORONTO, CANADA 








Unusual Window Displays 


[CONTINUED FROM PAGE 25] 


combinations and spectator types, each 
of which should receive its rightful 
share of window publicity. From the 
wedding and graduation windows early 
in June right on through the Summer, 
the wise merchant will keep sales pres- 
sure concentrated on whites, avoiding 
clearance and markdowns on this class 
of merchandise until the end of the 
outdoor vacation season is definitely in 
sight. 

This year the retailer has a new 
class of Summer shoes, the so-called 
play shoes, which are being made the 
subject of special promotions and even 
given a separate corner or section of 
their own in many stores. They offer 
something new to attract the attention 
of the public, but they should not be 
permitted to distract the customer’s 
interest from the sport shoes, active 
and spectator, which have formed such 
a profitable part of the season’s busi- 
ness over the past few years. 


Finally, there are the various classes" 


of Summer specialties, such as beach 
shoes, rubber soled specialties and 
tennis footwear, sneakers and the like, 
all of which have an important place 
and should be played up, both in retail 
advertising and in consistent window 
and interior displays. With steady, un- 
remitting efforts in these various direc- 
tions throughout the Summer season, 


retailers should be able to reap a rea- 
sonable reward in the shape of in- 
creased sales and profits and at the 
same time steer clear of the season’s 
specter of a sales slump in midsummer. 


Laid Success Foundation 


In Depression Years 
[CONTINUED FROM PAGE 28] 


chairs, attractive carpeting and 
tables, plants and homelike surround- 
ings. The stock is concealed in a 
stock room in the rear. To break the 
long appearance of a deep store a bal- 
cony was constructed over the stock 
room. The balcony is lined with stock 
shelves and has room for additional fit- 
ting chairs. Provision is also made for 
selling in the basement if future busi- 
ness necessitates the expansion. The 
store is completely air conditioned and 
illumination is indirect. 

The Foot Rest Shoe Store specializes 
in women’s shoes retailing between 
$6.50 and $12. 

So in six depression years, two 
young men grow in business stature 
and capacity to the point where they 
are proud of the fact that their store 
takes a prominent place in the great- 
est selling area in America, at the 
foot of the Empire State Building and 
within sight of several of the biggest 
stores in the land. 


Shoe Men Pin Hopes 


On Summer 
[CONTINUED FROM PAGE 21] 


And, speaking of World’s Fairs, 
there are great doings just across the 
river at the 1940 New York World’s 
Fair. On June 1, the “World of Fash- 
ion” is being opened under the direction 
of Miss Mary Lewis. In the section 
devoted to shoes—“Fashions at Your 
Feet,” they call it—two leading high 
style manufacturers will have exhibits 
on display for the opening day. A dra- 
matic window has been planned by 
I. Miller. Surrealistic in design, it will 
show four pairs of legs and feet swing- 
ing from a gold fishnet hammock filled 
with daisies. Four of I. Miller’s high 
fashion shoes will encase the feet 
dangling beneath the hammock. La 
Valle’s display has been worked out by 
the display department of Saks-Fifth 
Avenue. Summer shoes and bags will 
be shown. 


Open New Denver Store 


Denver, CoLo.—Schiff’s, of Colum- 
bus, Ohio, recently opened a new store 
at 820 Fifteenth Street, here, the com- 
pany’s first unit in this city. The new 
store is a 50 ft x 50 ft. establishment 
laid out along this company’s usual 
lines. Wayne Stricklett is manager 
with Lyle Blomquist as assistant. 
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In our new booklet—“The Amazing Story”—we tell you 


WHY 


PRE-FLEX Shoes 


give you sales-producing “magic” 


Here's a little book that “blows the lid off” a lot of ideas about 
shoe-making — gives you inside facts on these handsome, high- 
priced-type shoes to retail at $6.85 to $7.50 — shows you why 
we can challenge .you, as a merchant, to refute successfully our 
statement that PRE-FLEX Shoes are — 


The 


greatest shoe value — 


dollar for dollar—in America today! 


Why the combination of top-grade materials, tried and tested 
orthodox features,.and built-in PRE-FLEX Construction of these 
shoes enables you to outsell competition. 

W by there is such sales power in the name “Crosby Square” — 
a “ten-dollar name in the popular-priced field.” 

Why men readily accept Crosby Squares in this price range, 
recognizing them as an extraordinary value. 

W by these shoes all but sell themselves when you get ‘them on 


a man’s feet. 


Learn how you can eye the success of other leading shoe 
men with PRE-FLEX .. . make selling easier . . . get extra profits 


. Write today for your FREE copy of “The 
PRE-FLEX Shoes.” The House of Crosby — 


Milwaukee, Wisconsin. 


Seattle Store Celebrates 


15th Anniversary 

SEATTLE, WaAsH.—Fifteen years of 
fitting shoes for Seattle’s visitors, many 
of them national and international 
celebrities, have made a slightly puzzled 
man of Trace E. Peters, manager of the 
French Shriner & Urner store, at 1214 
Fourth Avenue, in the Olympic Hotel 
Building. 

Once he fitted shoes for a man who 
later became a one-hour president of 
Mexico. Another time Col. Charles A. 
Lindbergh walked in and ordered shoes. 

“It’s confusing, in a way,” said Mr. 


‘Story of 
N. Sixth St., 


Peters, as he quietly celebrated the 
fifteenth anniversary of the opening of 
his store here. “They come unexpect- 
edly and. frequently do not identify 
themselves until the transaction is com- 
pleted. Then we get that ‘brass-band’ 
feeling—when it is too late to do any- 
thing but: thank them.” 

Mr. Peters started his shoe career in 
1903 when he’ “went to work for the 
Brown Brothers’ Shoe Company’ in 
Seattle. Associated with him as .assis- 
tant manager ;is C. R. Jackman, who 
joined the firm when it opened in 1925 
@#fid returned after an absence of seven 
years, in 1935. 


“World of Fashion” Opens 
At World’s Fair 


New YorK—As a preview to its offi- 
cial opening on June 1, the “World of 
Fashion” Building held a fashion show 
and cocktail party for the press last 
week. Although many finishing touches 
were still waiting to be put on individ- 
ual exhibits, enough was completed to 
give an adequate idea of the plan and 
design of the building. Pink and blue— 
pastels, but not too pale—constitute 
the color scheme, with white plaster 
forming the window frames of the dis- 
play cases and the shell motifs decorat- 
ing the walls. A modernized baroque 
has been effectively used. 

The Hall of Fame or Parade of 
Labels is one of the most interesting 
portions of the exhibit. On one side, 
more than life-size models display cos- 
tumes from a group of New York up- 
town high-style stores, including Saks- 
Fifth Avenue, Bonwit Teller, Jay 
Thorpe, Bergdorf-Goodman, Milgrim, 
De Pinna, Tailored Woman and Hattie 
Carnegie. White with red or all white 
had been chosen for the first costumes. 
These exhibits will be changed from 
time to time, as will also be the ex- 
hibits on the opposite wall, which con- 
sist of smaller display cases contain- 
ing groups of accessories. Two of these 
cases have been taken by shoe manu- 
facturers—I. Miller and La Valle— 
who will also change their exhibits to 
follow the changing seasons. Other 
exhibits in the building include textiles, 
furs, millinery, cosmetics, perfumes 
and corsets. A little theater will in- 
struct the public in fashions through 
plays and films. Alice Hughes, well- 
known fashion expert and columnist, 
is in charge of the theater. Fashion 
shows are a regular part of the rayon 
exhibit and of the attractive restau- 
rant, which has an outdoor terrace 
overlooking a charming garden. A cen- 
tral stairway affords an effective en- 
trance for the models showing fashions 
to the restaurant patrons. 

This is the first coordinated exhibit 
of women’s fashions at any world’s fair. 
Its successful inauguration is largely 
due to the National Advisory Commis- 
sion on Women’s Participation and to 
Mary Lewis, director of the exhibit. 


Expands Hollywood Store 


HoLLywoop, CALIF. — The Florsheim 
Shoe Store, 6440 Hollywood Boulevard, 
has signed a ten-year renewal of its 
lease and is taking over half of the 
adjoining store in ‘a’ $14,000 expansion 
program. Work on an entirely new 
exterior and interior will begin in 
August, according to M. O. Michelson, 
manager and co-owner of the Holly- 
wood-Florsheim business. Plans for 
the’ new store call for the doubling of 
the present seating capacity. This store 
has been in operation since 1932, and 
under the Michelson management has 
done a consistently good business. 
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W. & J. MARTIN'S 


Glasgow, Scotland 








SCOTCH GRAIN 


“BRITISH ARMY STANDARD” 


The Fine Upper Leather made by W. & J. Matin in Glasgow, 
Scotland, finds its way naturally into the best shoes for men. 


Because of its superior appearance and durability it is relied upon by 
both shoe makers and wearers. 

Available in our New York Stock there are the following individual 
kinds and trade names. 


Known the world over for its fine 
appearance and splendid wearing 
qualities. Made in various grains and 
shades, for men's and women's walking 
and sports shoes. 


A New Specialty 


A russet coloured smooth grain full- 
chrome leather. Soft, comfortable 
and attractive in appearance. Similar 
to vegetable tanned French Calf. ; 
Three shades. 
‘ Penge grain, water resisting O 
eather, produced by the same unique ialti 
process as "ZUG" and with all its ther Specialties 
fine qualities, has a very beautiful 


finish and makes very stylish sports MOOR CALF 


shoes. 
a he a oes queli- GORSE CALF 
ines wb'dieaee “soft wad Pach SCOTCH CALF 


In a class by itself for hard wear, 


Represented by 


HERMANN LOEWENSTEIN 


26 Ferry St., New York 
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YES, AND 
SAM, WITH MORE 


YEARS EXPERIENCE 
SAM STEPHENS is A THOROUGHLY 


MANAGER OF THE cOomPETENT AUTHORITY 


DININISDINEANSIIMG@@) ID ANNDAL (ceance aT ue ’Spcecs were convine 





AUBURN, MAINE KNOWLEDGE ON MANY 
ERAL STREET, B N, MASSACHUS! OF NEW ENGLAND’S 
IMPORTANT SHOEMAKING 
PROBLEMS. 
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THIS WEEK IN THE 





Saturday, June 8, 1940 


SHOE TRADE 


National News 





Heavy Fill-In Orders at Illinois Meeting 


First Hot Weather Spurs Buying as Retailers and Travelers 
Gather at Rockford—Central States Shoe Fair Plan Favored. 


Rock ForD, ILL.— Unanimous approval 
of a proposed central states shoe fair 
featured the convention of the Illinois 
Shoe Retailers and Travelers, here, 
June 2-3-4. Under the plan, Retailers 
and Travelers of Illinois, Wisconsin, 
Indiana, Michigan, Iowa and Chicago 
would hold joint conventions at the 
Morrison Hotel in Chicago in June of 
1941 in conjunction with the fair. 

Representatives of the Wisconsin, 
Indiana and Chicago organizations ex- 
pressed approval of the idea. The atti- 
tude of Michigan and Iowa groups has 
not been disclosed. 

So anxious were delegates to the 
Illinois meetings to insure successful 
completion of plans for the fair that 
all present officers, who have pressed 
the suggestion, were reelected. 

Roland E. Lips, St. Louis represen- 
tative of the Forest Park Shoe Com- 
pany, who introduced the idea a year 
ago and who has been its chief sponsor, 
was appointed chairman of a commit- 
tee to make preliminary arrangements. 

The Illinois associations, according 
to a resolution passed at the conven- 
tion, favor the central states fair to 
save time of salesmen who in the past 
have had to attend a series of smaller 
state conventions in the heart of their 
selling season. It was pointed out, too, 
that better displays of merchandise 
would be possible if all efforts could be 
put into a single exhibition. Atten- 
dance of retailers has been dropping 
off at state conventions in recent years, 
and it was the consensus of delegates 
here that both retailer and manuyfac- 
turer interest would be spurred mighe 
central states fair. 

Under the plan, each of the cooper. 
ating organizations would retain its 
identity and would help direct the cen- 
tral states fair. Present plans call for 
three representatives from each group 


on the convention executive committee. 
If the proposal is adopted, rules to 
govern the fair will be drafted at a 
meeting early this Fall. 

Serving with Mr. Lips in making ar- 
rangements are: O. B. Boyd, Indian- 
apolis, representative of Williams Shoe 
Company; Paul Schmidt, Maywood, 
Ill., representative of Pied Piper Shoe 
Company; U. K. Allen, representative 
of Grove Shoe Company, president of 
Chicago Travelers; W. J. Crawford, 
Crawford Shoe Store, Peoria; Ralph 
Masters, Masters Shoe Store, Rockford; 
Algot Bowman, Monmouth, Bowman 
Brothers Shoe Stores. 

These officers were reelected—Illi- 
nois Shoe Travelers: C. A. Swanagan, 
Freeman Shoe Company, Beloit, presi- 
dent; Roland E. Lips, treasurer; P. B. 
Boyd, secretary. 

Illinois Shoe Retailers: Martin W. 
Scherff, Peoria, president; B. A. Rog- 
ers, Galesburg, vice-president; John 
Moser, Jr., Peoria, secretary-treasurer. 

Business written at the convention, 
according to Mr. Boyd, was about $100,- 
000, equal to or slightly above last 
year’s convention figures. Salesmen 
agreed that cool Spring weather in the 
Middle West has retarded sales of Sum- 
mer numbers, but that many stores 
were placing fill-in orders as the central 
states got their first taste of hot 
weather over the week-end. 

One of the features of the conven- 
tion was a Cinderella Contest, which 
won considerable publicity in local 
newspapers. Twenty-one survivors 
from a preliminary field of 70 modeled 
shoes in a style show Monday night, 
attended by delegates and shoe store 
executives and salespersons from north- 
ern Illinois and southern Wisconsin. 
The winner. Miss Margaret Hess, re- 
ceived a cash prize. 

Ralph Masters of Rockford, second 


vice-president of the Retailers, was 
general chairman for the convention. 
W. E. Swain, also of Rockford, was in 
charge of the Cinderella Contest. 





April Production Lower 





PRODUCTION OF BOOTS, SHOES. AND 
SLIPPERS, OTHER THAN RUBBER 
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Washington, D. C.—Shoe production 
for April, 1940, shows a decrease of 
10.2 per cent from March, 1940, and of 
6.2 per cent from April, last year, ac- 
cording to the latest statistics released 
by the Bureau of the Census, Depart- 
ment of Commerce. 
Total production for the months of 
boots, shoes and slippers, other than 
rubber, was 31,019,298 pairs as against 
34,550,750 produced in March, this 
year, and 33,058,064 pairs in April 
last year. 
In the four month period, January 
through April, 135,106,194 pairs were 
produced this year as against 146,058.- 
001 pairs produced in the corresponding 
period last year. 





Store Enlarged and 
Modernized 


La SALLE, ILt.—Frank’s Shoe Store, 
a family shoe store, has recently been 
completely remodeled and modernized. 
The store selling space has been en- 
larged, the interior redecorated and new 
fixtures installed. 
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Plan For Successful Showing 


These three men, left to right, E. N. Ochsner, president; Carl P. Ortlund, chair- 
man of the board, and J. E. Wm. Prescott, secretary-treasurer of the lowa National 
Shoe Travelers Association, have been devoting most of their time during the past 
few months toward the success of the lowa Shoe Fair, to be held at the Hotel 
Fort Des Moines, Des Moines, Iowa, June 9, 10, 11. Over 100 manufacturers will 
have their lines on display at the show which is expected to have an attendance of 
between five and six hundred retailers from that locality. On Monday night, June 
10, a banquet will be held, followed by entertainment and dancing. Arthur 
Brayton, secretary of the Convention Bureau of the Des Moines Chamber of 
Commerce, will act as toastmaster. 





Michigan Retailers Guests of 
Shoe Man-Mayor 


Detroit, MicH.—Officers and direc- 
tors of the Michigan Retail Shoe Deal- 
ers’ Association and the Michigan Shoe 
Dealers. Mutual Fire Insurance Com- 
pany were favored by the weather man 
on May 21, when they held their Semi- 
Annual Joint Business Meeting at the 
spacious clubrooms of the Hillsdale 
Country Club at Hillsdale, Mich., the 
town whose “Honor, The Mayor,” Shoe- 
man Richard J. Schmidt, is also the 
president of the Michigan Retail Shoe 
Dealers’ Association. 

Individual keys to the city were 
handed to the visiting shoe men and 
their wives by Mr. and Mrs. Schmidt, 
the hosts. An attractive card was at- 
tached to each key with the visitor’s 
name on one side and an inscription on 


the opposite side reading, ‘Hillsdale 
Yours For The Day, May 21, 1940,” and 
signed by Mayor R. J. Schmidt. 

Among the important items taken up 
during this meeting by the shoe dealers 
was the setting of a definite date for 
Michigan’s Annual Shoe Fair, to be 
held again in Detroit, at the Hotel 
Statler, Jan. 12, 13 and 14, 1941. 

After the business session the men 
exhibited their skill upon Hillsdale’s 
beautiful country club’s eighteen-hole 
golf links. Needless te say, the foot- 
work of the participants did credit to 
their calling. 


Associated Shoe Merchants 
Elect Officers 


New York—Associated Shoe Mer- 
chants, Inc., with offices located in the 
Marbridge Building, this city, elected 


the following officers during the or- 
ganization’s recent annual meeting: I. 
J. Weiss, president; Harry Uchin, vice- 
president; Max Bodner, treasurer; 
Harold Blumenthal, secretary, and Max 
Stein, general manager. 

Consisting of merchants in the retail 
shoe business in New York and New 
Jersey, members of Associated Shoe 
Merchants, Inc., meet regularly every 
week and have made rapid strides to- 
ward perfection in mass shoe planning 
and buying, with the idea of mutual 
advantages for the merchants and their 
customers. 

New ideas are constantly being put 
to use, the latest of which is the adop- 
tion of their own brand name, “Tru- 
Gait.” Extensive advertising arrange- 
ments are now under way for publica- 
tion in the Fall. 


Aligier Takes Huntington 
Line in Midwest 


Cuicaco, ILL.—Joseph Allgier is now 
representing the Huntington Shoe Co., 
of Huntington, Ind., in the Midwest 
territory. He succeeds A. J. Doyle. Mr. 
Aligier previously represented Plaut- 
Butler, Inc., and J. P. Smith Co. 

The offices of Huntington Shoe Co. 
have been moved from the Republic 
Building to 7 West Madison, where Mr. 
Allgier has had his office for the past 
10 years. 


Growing Demand for 
Children’s Wedges 


CuicaGo, ILL.—A growing demand 
for wedges for children has been noted 
in several local children’s stores, and 
particularly in the moderate priced 
juvenile departments in the loop de- 
partment stores. Several buyers re- 
port that children who are prone to 
copy their elders are also failing in 
with the fad for wedge type Summer 
play shoes, particularly in color. There 
also appears to be a tendency on the 
part of stores which have any shoes of 
this type in stock to correlate them in 
sales with Summer sports wear in other 
types of apparel. 








—To sell a shoe is 





one thing; to fit 
a shoe properly is another, and far 
more important thing. Boot and 
Shoe Recorder influence with Point- 
of-Sale results in “getting more shoes 
sold right.” 
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Product of Allied Kid Company 
Philadelphia 
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LARRY CARROLL—Presents 
The Latest Creation in Sport Shoes 


THe New FINNIE Boor .. 


ASTYLE unique — that is taking the country by 
storm -—— available in both high and low cut — 


PARES, aye in all over white and color combinations that are real 





knockouts. 
SEE OUR COMPLETE LINE 


BOSTON 
STYLE SHOW 
Rooms 501-503 


Hotel Statler 
NORWAY SHOE CO. 


. Nerway Maine 
ADDRESS ALL COMMUNICATIONS TO THE FACTORY 


CARRIED IN STOCK BY ALL THE 
LEADING JOBBERS. 








Protected By U. 8S. Pat. Design No. 120512 








Beauty on Parade at Midwest Shoe Fair 





Portland Retailers Meet 


PORTLAND, OrE.—Portland shoe re- 
tailers reported another successful May 
meeting, according to President Curry 
of the Portland Shoe Retailers. A full 
earload of dealers signed up to at- 
tend the convention at Spokane. 

Bill Bingham of the Coco-Cola Bot- 
tling Company showed the dealers his 
color-commercial film, and received the 
thanks of the trade. 

An extra large meeting will be held 
the last week in June. 


To Make Men and Boys’ Line 


RocHEster, N. Y.—The manufacture 
of shoes for men and boys, to be sold 
in stores, has been started by John 
Siamo in a part of the building at 28 
Exchange Street, which is also occu- 
pied by his shoe repair business. He 
also plans to fill special orders for the 
orthopedic shoe trade. 

Siamo had four more shoe repair 
shops in different parts of the city, but 
sold them in order to devote more of 


me eee seen eeey Ot pene fee he Eitues Bye ee, June 9, 10, 11, 
his time to manufacturing. committee did an excellent chairma 


Cincinnati, the job. E. S. Horwitz, n of the 
entertainment committee, right, « and Julian Marks, of that committee, discuss with 
Oe ee eee oe  eenenens ante witch 

Retailer Turns Traveler be presented in conjunction with the annual banquet. 
Cuicaco, ILL.— William J. Libby, who 
operates the Libby Shoe Store in Whea- 
ton, Ill., a Chicago suburb, has also 





tion. He is now representing the Red which he has operated for 10 years, 
will be continued and will be managed 


become a shoe traveler and a member 
of the Chicago Shoe Travelers Associa- 


Wing Shoe Co., of Red Wing, Minn., 
in Chicago and vicinity. His store, 


by his brother, Walter. 
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UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





Moccasins 


sc eemanmonaentermtneonnnet rms estate 
TRAIL MAKER MOCCASINS | 


WOMEN and CHILDREN 
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for 


line in Amer- | 
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from Coast to | 
Coast by lead- | 


ing merchants. 
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NASHUA SLIPPER -« Lowell, Mass. 





Soles and Heels 
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MARBLE FACE 
SQUARE CORD 


The most popular Soling material 
for Your attractively Priced Shoes. 


THE LITHOX corp. 
WAPAKONETA, OHIO, U. S&S. A. 














Retires After 28 Years 
Of Retail Shoe Selling 


DAYTON, On10—Miss Bink Brecount, 
who has been a member of the shoe 
department of Rike-Kumler Company 
for the past 28 years, was guest of 
honor at a recent dinner staged in her 
honor by her fellow workers, at the 
Dayton-Biltmore Hotel. Miss Brecount, 
who is well-known to many traveling 
shoe men in this territory, has retired 
and is planning to move to California. 

Tom Wasmuth, store personnel di- 
rector, and Erwin Nash, divisional mer- 
chandise manager, gave short talks. 
Miss Brecount’s friends in the shoe de- 
partment presented her with a hand- 
some traveling bag, fully equipped. 





BOOT anv SHOE RECORDER, June 8, 1940 


Brown Named Sales Manager 
Of Lucey In-Stock Division 


Boston, Mass.—The John E. Lucey 


Shoe Company, well-known manufac- 
turers of men’s shoes, with factories at 
Middleboro, Mass., have announced the 
appointment of Herbert W. Brown as 
sales manager of their In-Stock Divi- 
sion. 

Mr. Brown, or “Brownie,” as he is 
known to the trade, brings with him a 


HERBERT W. BROWN 


keen knowledge of merchandising meth- 


ods and marked ability as a sales ex- | 


ecutive. He has had over twenty years’ 
experience as sales manager, the last 
ten years of which has been spent with 


the Jack Young Shoe Corporation of | 


Boston. 


“Brownie” has made a study of size | 


control in relation to regional demands, 
and it is his intention to have in-stock 
at all times a complete inventory, so 
that orders received can be shipped 
immediately. 

He is at present building his sales 
organization and perfecting plans to 
immediately place on the market an 
enlarged line of shoes to retail at from 
$4.00 to $5.00, which will be outstand- 
ing in both style and quality. Addi- 
tional salesmen will be added to the 
sales force as the right contacts are 
made. It is his intention to visit all 
accounts, as time permits, in order that 
he may gain a personal knowledge of 
his customers’ requirements and estab- 
lish a closer contact with them. 

Mr. Brown is making his headquar- 
ters at the factory in Middleboro and 
will be happy to have any of his friends 
contact him there. 


Detroit Store Presents 
Shoe Style Show 


Detroit, Micu.—The J. L. Hudson 
Company, Detroit, presented a Style 
Show—“Shoes on Parade,” in their 








>) 


There's an 
“IDEAL” 
MARKET 


right in your town 


Each week hundreds of 
young children step from 
Mrs. Day's Ideal Soft Soles 
right into juvenile shoe de- 
partments where Mrs. Day's 
Flexible Walking Shoes are 
sold. From experience their 
parents appreciate the de- 
pendability and satisfaction 
assured by the recognized 
Ideal trade-mark. With the 
Ideal line you get a share of 
that new business . . . start 
many a new, long term cus- 
tomer. For complete details 
... and catalog 
write to 
MRS. DAY'S 


IDEAL BABY SHOE CO. 
DANVERS, MASS. 














\% 


seventh floor shoe department, recently. 
Several hundred women viewed the 
mannequins, -who modeled footwear 
styles for Summer wear. Casual, dress, 
sport and evening shoes in a wide va- 
riety of style trends were displayed in 
all the popular colors of this season. 








Campen Store Opened 


Eau CLAIRE, Wis.—The Campen 
Store, local men’s shop operated by 
George Campen, observed its formal 
opening, recently, in its new location at 
203 South Barstow Street. The new 
air-conditioned store is fitted with new 
eases and fixtures, fluorescent lighting 
and show windows with an interior 
finish of light-grained oak. 
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Dates to Remember 


Fifth Annual Midwest Shoe Fair, 
Netherland Plaza Hotel, Cincinnati, 
June 9, 10, 11, 1940 


Iowa Shoe Fair, sponsored by Iowa 
National Shoe Travelers’ Associa- 
tion, Hotel Fort Des Moines, Des 
Moines, Iowa....June 9, 10 and 11, 1940 


Annual Convention California Shoe 
Retailers Association, St. Francis 
Hotel, San Francisco, Calif. 

June 9, 10, 11, 12, 1940 


Annual Boston Shoe Fair, Hotels Stat- 
ler and Parker House, Boston, Mass. 
June 10, 11, 12, 13, 1940 


Annual Convention New York State 
Shoe Retailers Association, Hotel 
Syracuse, Syracuse, N. Y. 

June 16, 17, 1940 


Joint Annual Convention and Shoe 
Show, Wisconsin Shoe Travelers’ 
Association and Wisconsin Shoe 
Retailers’ Association, Plankinton 
Hotel, Milwaukee, Wis. 

June 16, 17 and 18, 1940 


Annual Michigan Summer Shoe Fair, 
Pantlind Hotel, Grand Rapids, 
ie. oieved one's June 23 and 24, 1940 


Fall Shoe Show Mid-Continent Shoe 
Travelers Association, Biltmore 
Hotel, Oklahoma City, Okla. 

June 23, 24, 25, 1940 


Monthly Showing Shoe Travelers As- 
sociation of Chicago, Hotel Mor- 
rison, Chicago, Ill.....June 24, 25, 1940 


Michigan Shoe Travelers Fall Shoe 
Show, Hotel Statler, Detroit, Mich. 
July 7, 8, 1940 


Tri State Shoe Mart, Pennsylvania 
Shoe Travelers Association, William 
Penn Hotel, Pittsburgh, Pa. 

July 7, 8, 9, 1940 


Charlotte Shoe Show, Sponsored by 
Charlotte Chamber of Commerce 
and Southern Shoe Travelers, Ho- 
tels Charlotte and Selwyn, Char- 
lotte, N. C July 14, 15, 16, 1940 


Annual Outing Boot and Shoe Trav- 
elers Association of New York, 
Karatsony’s, Glenwood Landing, 
Pid snadedbaueavetsa July 18, 1940 


Annual Outing Greater Buffalo Shoe 
Retailers Association and Affiliated 
Shoe Trades. Walker’s Grove, Wil- 
liamsville, N. Y. August 14, 1940 


Official Opening of American Leathers 
and Stvle Conference for Spring, 
1941, Waldorf-Astoria Hotel, New 
York September 16, 17, 1940 





Warm Weather Spurs 
Chicago Shoe Sales 


Cuicaco, ILL. — Warm Spring-like 
weather on a majority of important 
shopping days during the past two 
weeks has helped to boost Chicago re- 
tail shoe sales considerably. Although 
pre-Easter sales lagged in volume be- 
hind figures of other years because of 
continued cold and snowy weather, sales 
are now continuing to increase steadily 
and reports indicate they will be con- 
siderably ahead of last season. 

Patent leathers continue to represent 
volume sales in all price ranges, chiefly 
in elasticized versions of pumps and 
step-ins and in combinations with 
gabardines, failles, and reptile trims. 
Gabardines, calfs, and a few suedes are 
also in demand, chiefly in elasticized 
styles. Reports from retail shoe stores 
and shoe sections in department stores 
indicate that wedges are doing a spotty 
business. They appear to be selling 
well in the low priced group and mov- 
ing only slightly in the moderate price 
group. In the shops and salons where 
they have been made the subject of con- 
siderable promotion, they are beginning 
to move well, particularly in two-color 
combinations. 

Blues follow black in color prefer- 
ence. Brown which was slow in pre- 
Easter sales has picked up in demand 
and is selling well in the lighter shades. 
Milk chocolate is receiving considerable 
promotion by the stores for wear with 
beige and brown. Marshall Field & Co. 
has featured it as “rich, smooth milk 
chocolate—delicious new color, wonder- 
ful with black or navy, grand with 
prints and pastels. There is also some 
call for grey and beige. White in com- 
binations, particularly in sport and 
country shoes, is beginning to move 
with the coming of the Spring travel 
season. Red remains the most impor- 
tant trim color, being bought as trim 
on black patent, on blues, on greys, 
with reptiles, and in some cases as an 
all-over color. 


Slipper Firm Moves 
Factory and Showrooms 


New York — La Marquise Slipper 
Co., Inc., have moved their offices, fac- 
tory and showroom to new and more 
spacious quarters at 34-36-38 West 4th 
Street, this city. 


Holland-Racine Announce 
New Division 


HOLLAND, MiIcH. — Holland - Racine 
Shoes, Inc., recently announced a new 
division which will specialize in misses’ 
and children’s shark tip oxfords. The 
shoes will be made over one last and 
of one pattern, of either brown or black 
elk, with a size run of from 8% to 4. 

The new division will be known as 
the Holland-Hallowell Division and will 
be under the direction of J. E. Hallo- 
well, who was formerly associated with 
the Fargo-Hallowell Shoe Company. 


Kuhnert Shoe Corp. 
Discontinues Business 


RocHEsSTER, N. Y.—Dissolution of the 
F. A. Kuhnert Shoe Corporation, shoe 
manufacturers, was recently announced 
and the firm has discontinued business. 

Difficulties in merchandising shoes 
of high quality under present business 
conditions is given as the reason for 
closing. 

The corporation, of which F. A. 
Kuhnert was president and treasurer; 
Leslie A. Kuhnert, vice-president, and 
Harry L. Barker, secretary, was estab- 
lished in 1924 and occupied a factory 
at 11 Furnace Street. It made Good- 
year welt shoes for growing girls, 
misses, children and infants. 

Fred A. Kuhnert, who had long been 
superintendent of the former Dugan 
& Hudson shoe factory, was instrumen- 
tal in getting the business started when 
that concern went out of business, and 
the line of shoes was somewhat similar. 

With a price range from $3.25 to 
$7.50 the plant established and main- 
tained a reputation for quality with 
such shoes as the Kuhn-Arch and Even- 
Tred. Leslie A. Kuhnert was superin- 
tendent, and at one time about 60 work- 
ers were employed. 

But little advertising was done by 
Kuhnerts and, with mounting costs of 
doing business, there was difficulty in 
making the enterprise pay. And so, 
the decision to dissolve was voluntary. 

Employees were members of the 
United Shoe Workers of America, a 
CIO union, who had a contract with 
the firm which expired May 31. Since 
company officials did not accept offers 
to renew it when new negotiations were 
proposed, there had been rumors that 
the business was to end. 


Buyers Collaborate on 
Styles for Fall 


CINCINNATI, OH10—Harry S. Gordon, 
buyer of children’s and junior misses’ 
shoes for the downtown and Hyde Park 
stores of the Potter Shoe Company, was 
recently selected by the Green Shoe 
Company, Boston, to represent the 
Greater Cincinnati district as style ad- 
viser in collaboration with buyers from 
cities throughout the country. The 
group met in Boston to discuss plans 
relating to footwear styles for the Fall 
season. 

At the meeting dress shoes were espe- 
cially featured with the elasticized 
dress pump for juniors, in alligator, 
patent and calf, getting prominent no- 
tice. Something new will be the side- 
gore stepin oxford—no fastening. Crepe 
sole oxfords, as always popular with 
the juniors, will be shown, as will 
wedges. The crepe soles created some 
discussion because they do not permit 
of the wearing of galoshes, but a great 
deal of this difficulty as far as inner 
shoe comfort is concerned is overcome 
by the protection the crepe soles offer 
in themselves. 
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BOOTS 
AND JODHPURS 
FOR ALL OCCASIONS 
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DEHNER CO., Inc. 
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i le eli i eal eae lie eile 


Children's Shoes 
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Shoes for Children | 
IN STOCK) 


Plex-A-Proved Cushion 
construction, soft and 
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leather “Write for Gate- 
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SUPERIOR SHOE CO., 
$08 S. Peoria St. 


Mexican Huaraches 





Spyrison Moves Store 


Maywoop, ILL.—Con Spyrison, vet- 
eran shoe dealer in this Chicago sub- 
urb, has just recently moved the loca- 
tion of his family shoe store, the 
National Shoe Company, to 608 S. Fifth 
Avenue, Maywood. 
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Insole Important in 
Wedge Heel Shoes 


One of the first considerations with 
regard to wedge heel shoes, in the 
opinion of Fred L. Ayers, director of 
Brown Company’s Onco creative shoe- 
making division, is flexibility at the 
ball of the foot. Here the effects of 
the insole are extremely important, for 
hand in hand with flexibility goes the 
soft, foot-conforming quality of.the in- 
sole. 


FRED L. AYERS 


Another important feature’ men- 
tioned by Mr. Ayers is the ability of 
the insole to hold its shape. For Sum- 
mer and early Fall wear, the capacity 
of the insole to absorb and dispel foot 
perspiration is particularly welcome 
and goes far toward keeping shoes neat 
and comfortable. 

“Of course, the degree of uniformity 
with which these qualities can be main- 
tained must be considered in measur- 
ing their value,” Mr. Ayers states. 

“It has been my experience,” he adds, 
“that new developments in industry 
everywhere are largely dependent on 
the development of new materials to 
make them practical. In this respect 
the wedge heel shoe is an interesting 
example of how materials scientifically 
planned and constructed can meet new 
shoemaking requirements as they arise. 
I believe that this is the reason why so 
many leading manufacturers immedi- 
ately turned to Onco insoles and are 
now using them in all of their wedge 
heel shoes.” 

Some of the foremcst manufacturers 
of high-grade shoes have called in Mr. 
Ayers to solve many shoemaking prob- 
lems created by the current vogue. Be- 
cause of his long experience in the in- 
dustry and thorough knowledge of shoe 
trends, his opinions on the subject of 
wedge heels are considered particularly 
timely. 


Large Attendance Expected 
At Syracuse Show 


RocHESTER, N. Y.—Traveling shoe 
salesmen report than an exceptional 
number of shoe retailers say they will 
attend the annual convention of the 
New York State Shoe Retailers Asso- 
ciation at Syracuse, June 16-17. 

Their sentiment toward the change 
in convention dates from September 
to June is reflected in a paragraph of 
a letter by John Slater, chairman of 
its board of directors, calling a meeting 
for its opening day. 

“Accumulate as many special pairs 
and size-ups as possible and bring them 
with you so that our friends, the boys 
on the road, can say ‘it was a buying 
convention,’” he says. 

That is precisely what it is expected 
to be. 

With more than 100 manufacturers 
of shoes and allied lines to have ex- 
hibits; with the whole corps of travel- 
ing salesmen to be present, and now 
with assurance that retailers will be 
there in force, all of the elements will 
be combined for moving merchandise. 

Out of the current of swiftly moving 
and tragic events in world affairs is 
emerging a subject which, although not 
en the printed program, is likely to 
loom large at the convention. It is be- 
ing created by the spreading flames of 
the second World War, and the prob- 
lems which it is bringing to shoe re- 
tailing and the whole industry. 

They will be considered and dis- 
cussed. 

Most of Sunday will be given to the 
exhibits. On Sunday evening directors 
will fete Ernest R. Park of Rochester, 
youngest president of the association 
in its history, followed by a meeting. 

Tuesday noon there will be a lunch- 
eon-forum, when Harold R. Quimby, 
editor of Creative Footwear, will lead 
the discussion, and on Monday evening 
the annual banquet will be held, with 
M. A. Mittelman, former president of 
the National Shoe Retailers Association, 
toastmaster, and Dr. Harry S. Fish. 
the chief speaker. 


Buying Black for 
Mid-Summer Promotions 


COLORADO SPRINGS, CoLo.—In the be- 
lief that it pays to be different, the 
Cox Brothers Shoe Company, here, is 
buying quantities of Summer blacks 
in soft suedes for promotion during the 
middle of the white season. The shoes 
ordered are all of well-opened-up types. 
Although looking for a very strong 
white season, heads of this firm feel 
that Summer sales will be given an 
additional impetus by style promotions 
of radically different merchandise. They 
also point out that the offer of Summer 
blacks will likely create extra credit 
sales among many customers. 

Elmer W. Cox, a partner in the 
company, also reports an exceptional 
reception so far for spectator shoes. 
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No. 700-CA Natural 
or White Steerhide for 
Women. 

No. 700-C Natural, 
White or Navy (same 
as 700-CA) with 
Closed Toe. 

$1.30 pr. Sizes and 
Half-Sizes 3-9. 

(36 pr. case lots only) 


Terms: —5% 20 days 
Net 30 
SEND FOR COMPLETE 


HUARACHES 


THE WORLD'S MOST COMFORTABLE SANDALS 
MADE IN MEXICO 
te STOCKED IN NEW YORK 
se . WORN EVERYWHERE 


No. 700 Natural or 
White — for Men or 
Women. 
No. 700-X Natural or 
White — (Same as No. 
700) with Open Toe. 
$1.30 pr. Size 3-6 
$1.40 pr. Size 7-12 
(36 pr. case lots only) 
Terms:—5Y, 20 days 
Net 30 





How 2s 


Left and Right Rubber Heels can 
make your store MORE MONEY 








WHEN you sell a man a pair of 

shoes, you're selling him smart ap- 
pearance, foot comfort. The more of 
these benefits he gets from your shoes, 
the more he comes back to buy again. 


Specify I T S Left and Right Heels and 
you add to his satisfaction in your shoes. 
For these heels guarantee him double 
level-wear. Extra pads of tough rubber 
on the outer edges keep shoes treading 


HUARACHE LEAFLET level, more comfortable, protecting both 


FRED LEIGHTON'S 
MEXICAN IMPORTS 


aT mew vont | "THE 1-T+S CO-ELYRIA- OHIO 


shoe and foot. 


Specify I T S to spread the popularity 
of your shoes and your store. 




















125 Lines Anticipated 
At Charlotte Show 


CHARLOTTE, N. C.—Plans for the 
fifth semi-annual Charlotte Shoe Show 
are nearing completion, and it appears 
that this show will again be an out- 
standing event. Already more than 75 
of the nation’s leading shoe manufac- 
turers and jobbers have made reserva- 
tions. Al Bechtold, show manager, esti- 
mates that there will be approximately 
125 or more lines represented. Each 
time that this buying event is held it 
has grown and is now beyond the expec- 
tations of the officers of the Southern 
Shoe Travelers Association and the 
Charlotte Chamber of Commerce, who 
are cooperating in its promotion. 

Interest is keen among the retailers, 
of whom a great many from neighbor- 
ing states have already made hotel res- 
ervations and are planning to stay for 
the entire three days. An elaborate 
entertainment program has been ar- 
ranged for Monday and Tuesday nights. 
A stage show and some outstanding 
personalities and a dance with a big 
time dance band will keep the visitors 
and their friends in a jovial mood 
after their buying day is completed. 
A number of outstanding men in the 
shoe trade have been invited to come “Listen here, Jones, we have other shoes besides P.M.’s in this store!” 
to Charlotte for the three days, July 
14, 15 and 16. Submitted by Ralph L. Duxbury, Enna Jettick Boot Shop, Providence, R. I. 
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Soft and Hard-Soled Slippers and 
Sandals from $1.00 to $2.00 Retail. 
Wholesale price $.52'2 to $1.15. 
NORMA FOOTWEAR COMPANY 


62 Schenectady Avenue, 
Brooklyn, New York 
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Great Northern Announces 
New Selling Plans 


MANCHESTER, N. H.--The Great 
Northern Shoe Company sales represen- 
tatives are now on their territories with 
their new Fall lines. 

According to A. Saperstone, sales 
manager, a very enthusiastic sales 
meeting was held in Manchester, re- 
cently, during which sales plans for 
the coming Fall season were discussed 
and new merchandise plans were an- 
nounced. The Great Northern Shoe 
Company manufactures shoes in the 
volume fields of distribution — men’s 
shoes to retail from $3.00 to $6.00, and 
boys’ from $2.75 to $3.45. Included in 
the Fall plans are two new lines of 
men’s shoes, the “Emblem” line to re- 
tail at $4.00 and the “Wadsworth” line, 
a group of fine shoes to retail at $5.00. 

Announcement was also made of sev- 
eral changes in the sales organization, 
as follows: 

J. R. Bernstein, who is well-known 
in the Western territory and has tra- 
veled there for 23 years, will continue 
in a special capacity, devoting his en- 
tire time to the better grade shoes. 

Al Doyle, of Chicago, Ill., who has 
traveled the Chicago area and west to 
Denver for a good many years, will 
cover approximately the same area for 
Great Northern. Mr. Doyle has a host 
of friends in this territory who will 
be pleased to hear of his new connec- 
tion. 
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Unusual and Colorful Window Display 


This novel and extremely colorful display drew a lot of attention to Nordstrom’s,. 


Seattle, Wash., recently in a promotion of genuine frogskin shoes. 


S. P. Thomp- 


son, display manager, built the large toadstools of plasterer’s wire and builder’s 


paper. 


blue paneled background, was a swamp scene. 
center with seven lily pads in natural color. Around this was rock and moss. 


These were colored light gray, cream and tan. 


Back of these, on a light 
The floor had a large mirror off 


Four 


large frogs, the largest about 14 inches long, painted green, cream and black, 

were placed around the window. The lighting effect was done with two shades of 

blue and two amber with a 400 watt color wheel in the center changing color six 
times a minute. 





Ed Sinsheimer, of Cleveland, Ohio, 
will cover the States of Maryland, In- 
diana, Ohio, Kentucky and part of 
Pennsylvania. Mr. Sinsheimer has had 
a good many years of experience in suc- 
cessfully selling a volume of shoes in 
this territory. He is a thorough shoe 
man and knows all phases of the shoe 
business. 

Harry Sheehan of Newton, Mass., 
will cover Pennsylvania, New Jersey 
and part of New York State. Mr. 
Sheehan comes to Great Northern with 
a good record of sales in the past. 

The Great Northern Shoe Company 
in Manchester, N. H., is a direct vol- 
ume selling branch of the International 
Shoe Company. 


Reservations Heavy For 
Tri-State Shoe Mart 


PITTSBURGH, Pa.—At a recent meet- 
ing held by the Pennsylvania Shoe Tra- 
velers Association and presided over 
by its president, George Hutchins, a 
report was given by the committee for 
the coming Tri-State Shoe Mart, which 
will be held at the William Penn Hotel, 
July 7, 8 and 9. 

Due to the popularity and reputation 
this show has won in the past, reserva- 
tions began pouring in before any pub- 
licity or circulars were sent out to the 
wholesalers, which clearly indicates 
there will be a large turnout of ex- 
hibitors. It is the feeling of the mem- 
bers of the association that the dates 


decided upon for the show are most 
appropriate, as they will prove bene- 
ficial to both manufacturers and job- 
bers. Exhibitors’ fees have been kept 
down to a minimum with a publicity 
charge of $20 for one room and $5 
for each additional room. There has 
been no increase in the cost of rooms 
and each exhibitor will be charged for 
only two days’ occupancy. 

Requests for further information 
should be addressed to the Tri-State 
Shoe Mart, 525 William Penn Hotel, 
Pittsburgh, Pa. 


Milwaukee Group Plans 
Annual Outing 


MILWAUKEE, Wis.—The Leather and 
Allied Trades Associates has chosen 
the North Shore Country Club for 
their annual Spring Golf and Dinner 
Party, to be held there on Tuesday, 
June 18. 

Golf will be played all day, and for 
those members and guests who do not 
plav, there will be horseshoe pitching 
and other recreations for their enjoy- 
ment. 

Luncheon will be served at the club 
from 11:30 A.M. to 1:30 P.M., and 
dinner will be held at 6:00 P. M. fol- 
lowed by entertainment. 

Tickets to the outing are $5.00 in- 
cluding everything, and may be secured 
from members or from the headquar- 
ters of the group at 918 N. Fourth 
Street, Milwaukee. 
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MR. LEWIS, | BELIEVE IT 
WOULD OVERCOME THE TROUBLES 
WE EXPERIENCE ON BROKEN BREAST 
FLAPS IF WE INSISTED ON HAVING 
MORE OF OUR SHOES MADE WITH 
BREASTLOCK HEELS — AND 
THAT WOULD ELIMINATE MOST OF 
OUR CUSTOMER COMPLAINTS. 


The Breastlock feature prevents heels from pulling 
away at the back, strengthens the shank, and helps the 
shoes hold their shape longer. Now that short soles are 


available from many sources, Breastlock heeled shoes 
should cost no more than those with Louis or Boulevard 


Heels — some cost less. 


WELL, JOHN, 
IVE BEEN 
THINKING THE 
SAME THING. 


LET‘’S DO IT. 


BREASTLOCK 


TRADE-MARK 


HEELS 


F. W. MEARS HEEL COMPANY, Inc. 


140 FEDERAL STREET 


BOSTON, MASS. 


Factories at Auburn, N. Y., Columbus, Ohio, Conway, N. H., Lawrence, Mass., St. Louis, Mo. 








SUMMER 


Unusual bouquet design in 
royal blue, rose and yellow on 
a white background. Ticket in 
harmonizing colors. 














CARD HOLDERS 


Two styles available: Natural 
wood finish as illustrated 
above; or oval base-burnished 
gold—three color trim. These 
modernistic holders take any 
size card, and harmonize with 
the finest window display fix- 
tures. 


Supplied with annual services. 
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Everyone Passing 
is a Possible Prospect 
SELL THEM 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 
each month for men's, women's, children's shoes. 
women's hosiery, store service, fitting, quality, styles. 
Single cards, 60¢ each—without text, 35c each 
(PRICES FOR MONTHLY SERVICE SHOWN ON OPPOSITE PAGE) 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 
tickets available. 
WITHOUT STORE NAME: 6 dozen, $!.10—1!2 dozen, $2.00 


WITH STORE NAME: 100 tickets, $3.00—200, $5.00 
CHECK WITH ORDER, PLEASE, UNLESS C.0.D. PREFERRED 


MERCHANDISING AIDS 





Polly Clips 
Peg wi Cu P For Price Tickets —— Adjustable 


—Tilt at any angle. 
Yo gross ............. $2.25 
er ... $4.00 


Recorder Stock Record ¥ ¥ 


2 for sh rtons. I li 
Natural View eer tage one, Cyetate ape eseecece 


————— ap seuss 18S 
eo, 








Polly Shoe Holder 


to display arch, branded, and 
fibre-sole shoes. Always re- 
mains in upright position. 

Ya dozen sesceaed 
| dozen 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling 
phrases, or blanks. 


12 dozen (printed or nt 0» 

















(Cross out 


6 dozen (printed or blank 1.10 
| dozen (printed or blank 0.25 


SPECIAL: 


Combination of one gross Polly 
, Clips and one gross Arrows, only 
$5.00. 


SERVICE 


Children’s Shoes and Women’s Hosiery. 


lines not carried.) We wish IMPRINTED TICKETS @ 35¢ per fifty, in following 


quantities and denominations: 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 


each month. 
SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


SHOW CARD 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35c¢ per fifty, additional. 


STORE NAN eaaaaaaeaa———————————————————— 


RR ~>>~Ebh™E=S||ESESB=5Pp==\====SSSSsssssssssssSSS= 
SRE a> |~"7~"]"]"S|||==SES=E=Ep=L=LEBbh'||°]“=|E=||= === 


We sell Men's, Women’s, 


eee et tL TEE E EEE TTT TTT TTT Te 


for 


deliv- 


ered, and agree to return the 





SERVICE MONTHLY HOLDERS TICKETS 


payable 


. per month. For 


cash in advance, full year’s 





No. 1 $5.00 6 100 


ANNUAL 





additional 


No. 2 4.00 4 100 





per year, 
or include exchange. 
if for any unforeseen reason 
we wish to discontinue ser- 


vice before expiration of or- 
card holders. 


No. 3 3.00 50 


month 
each month’s service 





we agree to pay $1.00 


No. 4 2.25 























service, 5% discounts. Checks 
from foreign subscribers 


For this service we will pay 
must be drawn on VU. S&S. 


FOR 
5 

banks, 
der, 





MERCHANTS SEF EF DEPARTM 


BOOT &€ SHOE 


p, q FOR ITSELF «+ IN 
; (at “ INCREASED BUSINESS 


SMe tl ( oupoorr Now! & 15 cove nae 


A 
VAL 




















Check, with order, please, unless C.0.D. preferred 








} 


So 


No. 


2 


» consisting 
. card hold- 


ers (with the first month's 








blank tickets each 





fifty, additional. 


for Card Service 


“M"—Goeld & Green “V"—<Green & Yel- 
en white baeck- green en white back- low on white back- 
ground. ground. ground. 





continuing monthly for one 


Please enter our order for the 
Recorder “Selling Messages,” 
beginning with June 
PRINTED TICKETS, at 35¢ per 


year, 


SIZE: 1!" x2%"—Prices on opposite page. 
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SALESMEN WANTED 


LINE WANTED 


POSITION WANTED 





ALESMAN WANTED: for Kentucky, Ten- 

nessee, Alabama, to represent an outstanding 
manufacturer’s line of House Slippers for the 
entire family. Over 100 numbers carried in 
stock. Popular priced line. Nationally known. 
Commissions only. All detail and references 
with application. Samples ready. Address 2766, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 


ALESMEN WANTED—For instock line of 

women’s sports, and corrective types to re- 
tail $2.00. To be carried as side line on strict 
commission basis. Must be thoroughly experi- 
enced and references required. State age and 
territory covered. Have following states open. 
All of New England, Virginia, West Virginia. 
Maryland, Delaware, North and South Caro- 
lina, Georgia, Florida, Alabama, Tennessee, 
Kentucky, Missouri, Illinois, Indiana, Ohio, 
Michigan, California and Colorado. Address 
£767. care Boot & Shoe Recorder, 140 Federal 
St.. Boston, Mass. 


ALESMEN: To handle line of distinctive, 

imported shoe vamps and huaraches. Tropi- 
cal Importing Company, 59 S. W. Ist Street, 
Miami, Florida. 


MANUFACTURER WANTS SALESMEN 
for high grade soft sole slippers, all terri- 
tories open. Address $762, care Boot & Shoe 
Recorder, 239 W. 39th Street, New York, N. Y. 


N alert, well-established selling organization, 

headquarters in New York and offices in 
Boston, Baltimore, Cincinnati, Milwaukee and 
St. Louis is desirous of securing non-conflicting 
materials or findings for distribution to Shoe 
Manufacturing plants all over the United States. 
Commission basis; excellent knowledge of in- 
dustry through 25 years of finest contacts; can 
develop exceptional sales for your product. Wire 
cr write. Address 2755, care Boot & Shoe 
promeer. 239 West 39th Street, New York, 


MANUFACTURERS—JOBBERS — Are you 
interested in getting volume in North Caro- 
lina, South Carolina and Virginia? Then get 
in touch at once with a man who knows all 
the accounts in this territory. At present ship- 
ping $150,000 annually. If your product merits 
the service of a Number One salesman to rep- 
resent you . . . then write immediately! Spe- 
cialty lines of Ladies’ Novelties or Sport Shoes 
preferred . . . Can also use a strong Arch line 

State your proposition clearly in first letter 
Address $758, care Boot & Sho Recorder, 239 
West 39th Street, New York, N. Y. 


HORT Side-line Men’s Leather Slippers, 

Loungers, Sheepskin Slippers, Moccasins. 
Middlewest, South; Commission basis. Address 
2763. care Boot & Shoe Recorder, 209 So. State 
Street, Chicago, IM. 








FOR SALE 


OR SALE: Established profitable modern 

family shoe store. One of the best Wiscon- 
sin industrial cities. Do at least $21,000 cash 
business this year. Clean inventory; low fix- 
ture cost. Run about $6,000 cash. Address 
2749, care Boot & ~~" . ae 239 West 
39th Street. New York, N 





WASHINGTON, D. C.—A family shoe store, 
located in the best colored section, long 
established, clean stock, staple business, modern 
front, moderate rental, $25,000.00 business. 
owner's health necessitates change in climate. 
Will take $6,500.00 to $7,000.00 to handle. Ad- 
dress 2768, care Boot & Shoe pee. 239 
West 39th Street, New York, N. 





OR SALE: Shoe Busi tablished 20 

years; selling high grade Women’s Shoes. 
Very modern equipment; will sell stock our- 
selves. Retiring on account of poor health. Ad- 
dress 3769, care Boot & Shoe Recorder, 239 
West 39th ‘Street, New York, N. Y. 


OR SALE: soy = re going shoe 

store, with or withou , in town in cen- 
ter of 25,000 trading population, New York 
State, 25 minutes from George Washington 
Bridge. Established two years; doing about 
$30,000 annual business, popular priced shoes. 
New modern front; splendid opportunity for 
branch store, as stock purchase not important. 
Address 2772, care Boot & Ba Recorder, 239 
West 39th Street, New York, N. Y. 











BUSINESS OPPORTUNITY 





ETAIL SHOE STORE: Unusual opportu- 

nity to buy well established, profitable, popu- 
lar priced family shoe store; 100% location, 
Northern New England city of 20,000; Modernly 
equipped; Low rental; Clean, up-to-date stock, 
requires $15,000. Rare opportunity for right 
party. Good reason for selling; No brokers. 
Address £770, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 











SHOE Salesmen and ay Teachers wanted 
once to handle our h quality dance 
ane line in open territory. a i specialize and 
manufacture our own line of Acrobatic Dance 
Sandals. Easy to Sell. Demand is regular 
Commission very Attractive. Mr. Jones, Prima 
Theatrical Company, Columbus, Ohio. 





DEPARTMENTS TO LEASE 





SUCCESSFUL we OPERATORS can As 
tain through us, departments in DEPA 
MENT or SPECIALTY STORES. THE 
LAUBER CO., INC.. 225 West 34th Street. 
New York City. 


UYER, STYLIST, MANAGER, many years’ 
experience Fifth Avenue Specialty Shop, 
high grade and popular priced Women’s Shoes, 
desires retail connection Middle West or Coast. 
Highest references. Knows all phases mer 
chandising. Address £739, care Boot & Shoe 
nal 239 West 39th Street, New York, 





TENOGRAPHER-RECEPTIONIST, experi- 
enced taking complete charge shoe sample 
rooms; salesmen’s records: bookkeeping; typing: 
all office management. Best references. 
dress $773, care Boot & Shoe . Recorder, 
West 39th Street, New York, N. Y. 





ANAGER, Salesman, Window Trimmer. 

Eighteen years in retail shoe business, de 
sires position with chain, individual. or de 
partment store. Best references. Will leave 
city. Address Box $771, care Boot & Shoe 
Recorder, 209 S. State Street, Chicago, II. 





WANTED TO PURCHASE 








BUYERS OF 
MANUPACTURERS—RETAILER* 
SURPLUS STOCKS 
We buy for cash surplus or complete shee stocks. 

Rranded or unbranded. Genereus prices. 
Write, wire or phone. 
BARSH & CEASAR 
14 8S. Third St. Philadelphia. Pa. 
Phone Market 9139 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity. Arch Preserver, Queen Quality, Boe 
tonians, Stetson, Red Cross. Nunn-Bush, Btec. 
IRVIN BUBIN 


House of Jebe”’ 
89 Reade St. r. Church 
Phone Barclay 7-7887. New York City 








SHOE STORES WANTED 
FOR CASH 


retailing men's, women’s shoes from $6.50 
and up having short term leases. 
Write in confidence to 
A. L. BARIS, Pres. 
BARIS SHOE CO., INC. 
79-81 Reade York 











Buyers of Surplus Stocks 


We will buy surplus or cntire stocks of shees 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 


KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New York 
Phene WOrth 2-5377 and 5378 














= should be counted. 
rate for all display classified 
Classified 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. 


advertisements is $5.00 an inch with a maximum of 46 words. 


In all other cases each word of the 
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WANTED TO PURCHASE 








DO YOU NEED MONEY? 


Shoe Retailers—Write or call us about your prob- 
lems, and our representative will contact you imme- 
diately. 

We will buy your complete 
your merchandise for CASH! 


JIMMY SALZMAN Shoe 


45 West 34th Street New 
Phone Wisconsin 7-5520 


stock or any part of 


Co. 
ork City 














HOTELS 











WHERELL WE STAY /N ST. LOWS | 





Hotel ‘Lennox 
DOWNTOWN, GOOD PARKING, 
REAL FOOD AND SERVICE. 








Store Manager Goes Into 
Double Harness 


KNOXVILLE, TENN.—J. H. Bernstein, 
manager of Brown’s Booterie, here, 
recently stepped out of the bachelor 
class when he was married to Miss 
Sylvia Reich, of this city. 

After an eastern wedding trip the 
couple are residing in Knoxville. 


General Shoe Corp. Awarded 


Army Shoe Contract 


Boston, Mass.—To the General Shoe 
Corporation of Nashville, Tenn., has 
been awarded a contract to manufac- 
ture 49,500 pairs of service shoes for 
the Regular Army at a price per pair 
of $2.35. In the original invitation for 
bids covering this contract, the quan- 
tity specified was 39,600 pairs, but 
in accordance with terms included in 
the invitation, the quantity awarded 
was increased 25 per cent. This price 
compares with a price of $2.59 for sim- 
ilar shoes paid by the Government late 
last March. 


State Operates Foot Clinics 


DurHAM, N. H.—Twelve foot clinics 
were openated in New Hampshire dur- 
ing May by the State Extension Ser- 
vice, with four competent doctors, who 
are members of the National Foot 
Health Council, in charge. 

During clinics in Laconia, Berlin, 
Woodsville, Keene, Center Ossipee, 
Conway, Plymouth, Milford, Hampton 
Falls, Concord, Sandown, Rochester, 
Dover and Claremont — embracing 
every county in the state—there are 
discussions on common foot troubles 
and their causes, home care of the feet, 
exercises to strengthen the feet, and 
points to look for when being fitted for 
shoes. Individual assistance is offered 
in the selection of proper footwear. 


Charles J. Rapp 


Detroit, MicH.— Charles J. Rapp, 
veteran shoe merchant of Detroit, died 
in his home, here, May 25, of a heart 
attack. Mr. Rapp was born in Germany 
65 years ago and came to the United 
States with his parents when five years 
old. Two years later the family moved 
to Detroit, where he was educated. 
With the exception of two years when 
he was a partner in a shoe company 
in Marine City, practically all of his 
life was spent in the shoe business 
in Detroit. 

He was one of the cofounders of the 
Kiwanis Club. He was a member of 
Wayne Lodge No. 104, Knights of 
Pythias, of which he was once chancel- 
lor commander, and was a member of 
Harmonie Society. 

Survivors are his widow, Mary Bichl- 
miller Rapp, a daughter, Marguerite. 
and son, Charles J., Jr., children of his 
first wife. Burial was in Grand Lawn 
Cemetery. 


Joseph J. Hertz 


Mapison, INp.—Joseph J. Hertz, 56 
years old, owner and operator of a re- 
tail shoe store, here, and one of the 
city’s leading business men, died at 
his home, here, recently, of pneumonia 
following a short illness. 

Mr. Hertz was a member of the 
Chamber of Commerce, Elks’ Lodge and 
the Knights of Columbus and promi- 
nent in the fraternal and civic life of 
the city. His widow, two sons, two 
brothers and two _ sisters survive. 
Burial was in a local cemetery. 


Julius Marks 


Cuicaco, Itt.—Julius Marks, for- 
mer member of the Chicago Shoe Tra- 
velers, and veteran in the Chicago shoe 
trade, died suddenly of a heart attack, 
May 21. He previously represented 
Fried & Cole and Julius Goldstein, both 
of Boston, and prior to that was shoe 
buyer of Klein Bros. for 20 years. He 
was in the insurance business at the 
time of his death. Funeral services 
were held May 23. 


Combinations Good in 
Early Summer Selling 


CoLorapo SPRINGS, CoLo.—Two-tone 
combinations are proving unusually 
good so far this season, according to 
the Shields Bootery, here. This store 
also finds blues receiving a very ready 
demand. Here, as in most other stores 
in the vicinity, wedges continue very 
strong. 

C. H. Shields and C. H. Troutman. 
partners in the firm, are very optimis- 
tic concerning Summer business. They 
look for one of the best seasons in some 
years, with a strong demand for whites 
and proportionate calls for colors. 
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DUNDE SHOE RE-SHAPING DEVICES. IN( 


753 trele St., Los Angeles, Cel. 


ADVERTISING 
NEsLOITE 


PLARBAN 


If you are an executive, a junior ex- 
ecutive, or a person with good back- 
ground, you will find the Vincent 
Edwards Correspondence Course in 
Advertising educational: interesting: 
valuable! 


It is a high-grade course, on an im- 
portant subject, the knowledge of 
which will make you a more effective 
business person. It teaches how to 
write: it teaches advertising: it teaches 
merchandising: it develops clear think- 
ing on business subjects. It is an ad- 
vanced course for mature people. 


Write today on your letterhead for the 
free pamphlet ... it is interesting, 
inspiring and well worth reading. 


VINCENT EpWARDS 


ADVERTISING CouRSE 


260 Tremont Street Boston, Mass. 











Black Prominent in 
Early Summer Selling 


MONTGOMERY, ALA.—The best seller 
currently in women’s shoes in this city, 
says M. M. DeShields, veteran shoe 
man, is a black pump of elasticized 
gabardine, reptile trimmed, with open 
toe and military heel. It is being bought 
for all occasions—street, dinner and 
evening wear. 

Runner-up in women’s shoe sales is 
a white kid oxford, with open lace and 
toe, ventilated vamp, and medium heel. 

Shoes with flat to medium heels con- 
stitute the bulk of sales, says DeShields. 
Especially in demand is the evening 
shoe with flat heel. 

DeShields operates the 
partment of Alex Rice. 


leased de- 





